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CALLS HALT ON | SS 
1} NATIONAL COPY | NEW-TYPE Creams 
I} AT LOCAL RATE >=, 


| peice 
\ Fitzgerald Asks Newpaper: 
| 


5 Cents a Copy, $1 a Year 


ENTERS NEW FIELD 


Newspaper Problems Take 
Spotlight at A. B. C. Mee 


Bureau Celebrates 20th An- 
niversary; All Officers 
Re-elected 


OCTOBER 20, 1934 


FOUR OUT OF FIVE ARE A. B. C. DIRECTORS 


Executives to Act 


Chicago, Oct. 18.—The movement exrore Croom aay nen" — aa | Chicago, Oct. 19.—One of the larg 
to prevent the placing of national . : | est and most enthusiastic conven 
newspaper advertising at local rates oR, aaa , |tions in the history of the Audit Bu 
received further impetus yesterday | ae aan Tag ie = |reau of Circulations marked the 20th 
when John T, Fitzgerald, president| == 2% hee i anniversary celebration which atenes 
of the Newspaper Representatives’ PHILLIPS’ ye : hee the Hotel Stevens today. The reg 
Association of Chicago, appeared be- [Wile of Magnesia listration of 1,067 members’ was 


! TEXTURE CREAM - CLEANSING CREAM 
fore the Newspaper 


Advertising Ex- | 
ecutives Association at the Stevens 
Hotel with a plea for action to pre- 
yent further “rate discrimination.” 
Discussion revealed that newspa- 
per publishers of Montana, South Da- 
Colorado and Wyoming have | _ 


lamong the largest in 
Discussions 


recent years. 
affecting newspapers | 
| occupied the spotlight at the conven- 
Phillips’ milk of magnesia com- |tion. The proposal to average news- 
plexion creams, which appeared | paper circulations on a five-day basis, | 
this week. (Story on Page 4) fem was the subject of much pre- 
convention debate and _ discussion, 


_ Initial newspaper advertisement for 


Kola, 


CO- | 


reached state-wide agreements to 
operate to end what the newspapers | 


|was defeated in the newspaper di- SE 


") Ge Om eee 


visional 


meeting by an overwhelm- e P > 
threat to their enti r D V r 0 T ¢ : NG’ 7 ing vote pee oe be se Pipe the re “e W. E. Macfarlane, Chicago Tribune"; Ray Schaeffer, Marshall Field 
regard aS a threa o their entire » § as referred ¢ » gen- | 2 ‘ rr , ‘ 
rate structures. In addition, news- {eral session today to the board of | & Co.; Fred Bohen, Meredith Publishing Company; T. F. Driscoll, 


papers of many additional cities and | 


directors 


proposed be reported to the members 

nd pointedly told the pub-|/is going to have to get along as best Paul Ryan to Leave Shell Petroleum for action. 
| tinued on Paae 28. Col. 1) it can without the full resources of | St. Louis, Mo., Oct. 19.—Paul Ryan has resigned as advertising man- Also referred to the board of direc- 
| | advertising. ager of Shell Petroleum Corporation effective Nov. 1, and will be suc-| tors for action was the question of 
| “Business needs something more; ceeded by L. H. Spiner, who has been assistant advertising manager. reinstating in the newspaper form 
Directory of Features | from the selling side of advertising,” | It is reliably reported that Mr. Ryan will join Donahue & Coe, New|the following questions: “Were cir- 
Pe 10 jhe — | sig ig ag wee get- York agency. cu lation competitions employed? 
Lat i cy diag Or eC vergence in the paths which the buy- | Macfadden Organization to Publish “Photoplay” | The newspaper division took no ac- 
Ney spaper Lineage Figures. 20 ers and sellers have been pursuing.” New York, Oct. 19.—Macfadden Publications, Inc., has purchased |tion on this proposal, which was fa- 
Photographic Review of the He explained that while business | Photoplay Magazine, heretofore published in Chicago, and will take over | vored by the advertising agency di- 

Week __. me HL 31 has made radical readjustments | publication with the December issue. | vision. 
Roi th Proofs .............. 26 | based on reduced purchasing power | Herbert J. Donohoe, eastern advertising manager of Photoplay Maga- No action was taken by the con- 
Voice of the Advertiser....10 and lower volume, advertising has} zine, and C. J. Harrison, western advertising manager, will continue in| vention on the subjects of modifica- 
nued on Page 28, Col. 3) the same capacities. 


(Continued on Page 26, Col. 1) 


for final disposition. Armour & Co.; and F. R. Davis, General Electric Company, smile 
| " + * " 
localities have banded together to | It was decided, however, to recom- | for the Advertising Age photographer. The latter four are 
put a stop to the practice. In Hous- | | mend a change in the presentation of | A. B. C. directors. 
ton, Tex., and parts of Michigan, for | circulations of municipalities within | — ee siereineaneetiaeiaiaeaiaiaiiiaias cdiaiiaal ; 
stance sananera av ‘ | metropolité ‘ity zones, as had bee ‘ : a ‘ —_—* 
inmtance, newspapers have banded pi a = “4 et a a |ly representing newspapers in the Fraak Newell JUlade, Toledo, O. 
> . » 4 3 eC r ewsps Ts y1snec ° sas : : . P 
together to glarity the issue and to C la nd “— hm ’ Rs wh - ad ismaller communities. Resolutions V. J. J. Butler, Mail and Empire, 
. : ad} ri ee ons "a | wl 
= that all Sit. hone fide retail Yr | = ry ne ~n- i — “* }on this subject were adopted at the | Toronto, Ont. 
yertis avs > ‘ | ac ) > Oo Ss supjec fas as oOl- > | as x , e 
“gears pays the national or gen preemigy a Say = = ge nae session this morning, as fol- Harry S. Webster, Sun, San Ber- 
-_ Declares Publishers Have "sw : Pe: wen se 
| ad > ‘ icin: r § hie a | P : ‘ 4 our ’ y 
A L Int When a municipality in which a | W hereas, it is *flte éxphessed. de- Walter C. Johnson, News, Chat- 
gencies Lose Interest | member newspaper is published is in-| |; , are? p 
pod | % t f d th F t a , hi - sai : -|sire of many newspaper publishers |‘tanooga, Tenn. 
As head of the Chicago representa- Ot race @ racis cluded in the arbitrary city zone of |that a thorough study be made of | “Resolved, that the traveling ex- 
ves’ organization, which has made another city, each newspaper in the the operation of the Bureau, there-| penses of the members of this com- 
ninteusive study of the situation, larger city shall set forth its cir fore be it | mittee -be paid by the Audit Bureau 
| T 0 os dicecaiie asserte « « stag. | ‘hicago ° g. Vv a Me- . ‘ : : , — vali arbitrar- ee - : i , ’ 
| Fitzgerald asserted that a stag | Chic 180, Oct. 1 - n B. Me-\ culation in the municipality arbitra Resolved, that the president. of |} of Circulations and assessed pro rata 
gering amount of mone) is lost year- | Intire, vice-president ane advertising ily included in the city zone of the the Audit Bureau of Circulations be | according to dues against the news- 
to newspapers because general-| manager of Pepperell Mfg. Company, | larger city. requested to appoint as a committee | paper members of the Bureau.” 
tiny ¢ rerticgere are " ; > Tey ‘ “Aci > 7 ’ eg ‘ja- : E - é 7 aaa Y 
atiol al adverti ers are permitted to Bo ton, and president ot the Associa To Study A. B. C. Rules for this purpose the following eight President Thomson appointed the 
aoe advertising through local out-| tion of National Advertisers, voiced a members of the Bureau, or their des-' committee as named above immedi- 
Ss at retail rates. Even more|vigorous demand for greater cooper- The question of changing the rules | jgnates, representing each of the re-| ately after the adoption of the reso- 
irming, he said, is the fact that| ation with advertisers on the part of | regarding the division between morn-! gional divisions of the Bureau’s lution, naming Mr. Newell as chair- 
| agencies are becoming dis-| publishers and agencies in his ad-| jing and evening newspapers was ta-| newspaper membership, to study all|man pro tem. He expressed the de- 
| susted with the trend and are turn-|dress today before the Audit Bureau) bled in the newspaper divisional by-laws, rules and operations of the|sire of the Bureau to provide com- 
| I t y" di ‘ re rewe | , “Gre ‘ j c ; uae ‘ 4 ° ® » susae . 
tee other mediums where fewer | of Circulations. meeting, and was referred to the} Bureau, with the understanding that | plete facilities for the study to be 
] ations are like ly to greet | Mr. McIntire expressed disappoint- board ot directors by resolution at the report of the committee and its | undertaken by the committee, and 
idvertising and merchandising | ment that publishers have failed to|the general session today. It had|recommendations be made immedi-| said that he believed it would be of 
I | meet the demands of advertisers for | been proposed to amend the rules so ately available to all of the members| great value in giving all newspaper 
Ss no secret to manufacturers | the elimination of forced circulations | that the time for publication of eve-|of the Audit Bureau: members more complete information 
io are paying the general-national | and the adjustment of rates on that) ning papers would be from 9 a. m. to regarding the operations of the A. 
| it other manufacturers are| phasis. He said that the association’s|9 p. m.. and morning papers from Members of Committee B. ¢ 
\fsven retail rate preference by news- long-awaited study of agency com-|9 p. m. to 9 a. m. “Verne Joy, Sentinel, Centralia. Il). Will Ch D St t 
Sennen? ped Pi dim as “Tha ; ; : sy : iceman od i an 
| bers,” said Mr. Fitzgerald. rhe | pensation will be ready for release! Considerable interest was shown William H. Reed, Gazette, Taun- See Ceuereee 
formati is blic property.” ‘in a few weeks. ¢ intim: at |i ye ‘ ad i ass ; . : 
J: é KS, ¢ ‘ ‘ 5S st l ¢ aad 7 0 é » awliass. € § 0 ac a 1e - 
: ion 18 pu in a few weeks, and intimated that/in the discussion and adoption of a|ton, Mass Because of the fact that tl Bu 
_ ie juoted F. L. Swigert, of N.|action based on the conclusions in| resolution by the newspaper division “J. Noel Macy, Herald Statesman,\reau has been operating at a deficit 
Ayer & Son, on this subject: |the report will follow shortly there-| calling for a study of all A. B. C.| Yonkers, N. ¥ for several years, a new method of 
ermit a differential in rate after. rules and regulations by a commit “J. F. Young, Stokesman-Review, |determining dues was proposed to the 
| is bad enough to begin In opening his address the A. N. A.|tee of newspaper publishers, main-| Spokane, Wash. convention by Marco Morrow, Capper 
| to fail in a uniform appli: | head complimented the A. B. C. on|— —___. _ Publications, Topeka, Kan., chair- 
| = the two rates where they | the important part it has played o man of a committee which has been 
me i adding felony to injustice. the development of modern erst oe investigating the matter. The new 
| '. Fitzgerald summarized the | ing, and hailed it as a fine example | wr <a Cws as es structure would provide a more sci- 
1 of the advertising agent) o¢ cooperation by both buyers and entific basis for the computation of 
ij «te , 7 | " 
| uf ; statement: sellers for the common good. dues, and would be based on the cost 
\ \ rer - S ave 1A = 5 = 
| , rag § - have ' been Shida: thats wi Haale Heads Coast Office of Lord & Thomas of rendering the service to each 
rate differentials and pro- : : ; : f : pe : Ber ical 
\Mm'sting the inequalities of aii In discussing the need for action San Francisco, Cal., Oct. 19—John Whedon, for the past 12 years|S8TOUp of publications. At the gen- 
te RE ae at. 1. abaaeay Wee i ae hw orgs ‘A . | Pacific coast representative for Hearst publications, has been appointed eral session today a resolution was 
ications for years. Recent-| within the advertising business, Mr. | : : : . : : simggooe : - « |adepted approving the basic plan for 
; iti . _ eH } sent _|manager of the San Francisco office of Lord & Thomas, succeeding K. C. |‘ . . -_ ple 
wrote to a newspaper in the} McIntire said that advertising has ee ; ‘ the new rate structure and recom- 
, ieee ie eee ae a? ? Ingram, who plans to open his own sales, advertising and public relations | ; s 
lich had run a full-page ad-| not turned the corner as general busi- weak aa ; mending that when the new dues are 
| ' . : . 3 | counsel omice here, 
ient featuring a single prod-|ness has done, and expressed the be- actually determined, the schedule 
| . | * . . . . ° 
| the signature of a local drug | lief that unless this is done, business | 
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2 ADVERTISING AGE October 20, 1934 


TRAFFIC AUDITS 
ON 2,800 PLANTS 
IS PLAN FOR °34 


Expect to Cover 270,000 
Panels by End of 1935 


{ ( 7) 1}] Oct 1s Outdoor 
uivertising has entered upon new 
era, Robert J. Flood, director of ad 
ertising for the Gulf Refining Com 
pan Pittsburgh, told member ot 
the Outdoor Advertising Association 
ot America assembled here this 
week for that organization’s 44th 
annual convention 

Its shackles have been removed, 
there is a new spirit of cooperation 
evident, and the industi compon 
ent parts are now well coordinated, 
he declared Mr. Flood’s talk was 
given with the aid of lantern slides 
Picturing the entrance of Outdoor 
\dvertising Incorporated into the 
field, his illustrations first showed 
two donkeys pulling against each 
other, each trying to reach stacks 


of hay This was symbolic of the 
medium’s selling methods prior to 
1931 The next illustration showed 
them both peacefully eating out of 
the same stack. 

In a similar manner he dramatized 
the meaning of the Traffic Audit 
Sureau to the national advertiser. 
\ very blurred indistinct picture of 
traffic moving on ae street wa 

own, analagous to the understand 
ing of the medium the n ynal ad 
vertiser formerly possessed. It was 
mmediately followed tl same 
pict il clear focu the 

w of tl l he ne receives 
due to ie! ( prepared and 

idited circulation I evalution 
data 

Problems Are Parallel 

The problems of the petroleum in 
dustry closely parallel those of the 
outdoor men, he pointed out, as his 
slides alternately pictured a panel 
with a long approach and a filling 
station seen sufficiently far ahead to 
give the motorist time to decide 
to stop and buy For the same rea 
son in both cases, the premises 
must be kept clean and neat Both 
must be located on the heavier 
streams of traffic where travel is not 


too fast 


Posters were put into three 
classes by Mr. Flood—advertising, 
selling, and “hook.” The latter was 
likened to the hook commonly used 


in publication advertising, consist- 
ing of coupons and special offers 
which bring in definite inquiries and 
give a means of determining effec- 
tiveness. 

The advertising poster was illus- | 
|trated by the famous old Camel 
cigarette poster upon which the | 
copy read, “I'd Walk a Mile For a| 
Camel.” The selling poster, Mr 
Flood demonstrated was one in 
which the price or some other defi 
nite selling argument was embodied 

Manv of the present posters used 
by Gulf emplo offe1 of road-maps 
an copies of city d state traffic 
re lati s as a hook, according to 
the slides which were thrown upon 
the screen 

The session at which Mr. Flood 
talked was devoted to the discussion 
of traffic and its auditing 

Reports Bureau’s Progress 

Dr. Miller McClintock, the traffic 
Audit Bureau's auditor, in reporting 
on the bureau’s activity, revealed 
that up to the present 261 markets 
have been audited, figures on more 
than a thousand will be published | 
this fall, and that by the end of the 
vear 2,805 markets will have been | 
audited, embracing 109,000 poster 
panels. The minimum program con- 
|templated for 1935 calls for the 
auditing of 160,000 more. Plant 
operators are charged for the audit- 


Atlantic’s 10-DAY CLOSING DATE 


hus writes the 
largest motor companies. 


Atlantic accepts complete black and white 
plates in full size only up to the 10th of the 
month preceding issue, provided that a defi- 
nite non-cancelable space reservation is in 


president of one of the 


APPLAUDED 


Original letter 
on file 


PUBLICATION DATE: 


20th of the month preceding. 


hand by the fifth of the month. 


CLOSING DATE: 
(non-cancelable black and white 
pages): 10th of month preceding. 


(Black and white page rate: $420) 


(Insertion of Book and Publishers’ advertis- 


ing received after the 28th 


preceding month cannot be guaranteed.) 


You can reach more important people for less money with 


of the second 


(Bleed pages at no extra charge. 
Specifications upon request.) 


“Atlantic Monthly 


, NY 
pS Z) 
aes ‘os 
oe) 


BOSTON NEW YORK 


* 


CHICAGO 


MOST QUOTED PERIODICAL IN AMERICA } 


LOS ANGELES 


* 


SAN FRANCISCO} 


RELAX BETWEEN SESSIONS AT A. A.B. Cc MEETING ~ 


Paul West, Association of National Advertisers; Allyn B. Meclntire. 


Pepperell Mfg. Company; E. R. Shaw, 


“Power Plant Engineering" 


and A. B. C. treasurer, seated; S. R. Latshaw, Butterick Publishing 
Company, A. B. C. director; and Frank Newell, International Circula- 
tion Managers Association, m, standing, pose informally between sessions 


on a cost basis which 
35 cents a panel 

The method followed in taking 
traffic counts and evaluating indi- 
vidual panels was effectively demon- 
strated with miniature 
houses and panels. In these 
putations the total circulation 
a structure cut in half for auto- 
mobile and pedestrian circulation, 
and fourth for car and 
bus passengers. The resulting figure 
“effective” circulation. 
Individual panels are ri 
to their length of 
relative to the 
average speed of 
The 
computed 
of 


ing service 
amounts to 


streets, 


conm- 
is 


to one- street 
is 
ited 
approach, 
traffic and 
the passing 
effectiveness the 
from com- 
these factors 
the effective circulation 
figure to give the panel’s “net ad- 
vertising circulation.” 

The compilation 
nature haled 
forward by Dr. L. 


ac- 
cording 
position 
the 
traffic. 
panel 

bination 

plied by 


of 
the 
and 


is 


data of this 
long 


Weld, 


of 
was as 


D. H 


a 
direc- 


| vertisers, but their space-position js 
equalized. 

Paul B. West, managing direct 
of the Association of National A 
vertisers, concluded the progra 
with very high praise of the Traf 
Audit Bureau’s work. 


past 


multi- | 


step | 


|} Chinese 


Choy company not only to distrib 
samples to thousands of wor 
weekly. but it will also give the 
pany an opportunity to teach wol 
the art of Chinese cookery and s! 
{them that this enticing food can 
|made easily and quickly at h 


tor of research, McCann-Erickson, | 
Inc., in commenting on the bureau's | 
work 

Uniformity Stressed 

The advertiser’s first problem, Dr. 
Weld declared, is where to adver- 
tise Once the markets have been 
selected the advertising is allocated, 
and the nature of the market itself 
has an important bearing upon the 
media selected The data now be- 
coming available on the outdoor 
medium will be helpful in not only | 
determining where the markets will 
be found, but in selecting media, he 
said. 

W. A. Grant, of the Philadelphia 
office of Outdoor Advertising Incor- 
porated, stressed the importance of 
being able to show that each poster 
showing possessed the same circu- 
lation and value as every other 
showing in the same city. He asked 
his hearers how much value a Nna- 
tional magazine would have if it 
offered one advertiser four million 
circulation, anether two million and 
a third only 400,000 because he was 


a small advertiser 


Circulation Now Equalized 

im- 
of 
of 


this is 
method 


Roblee, 


A 
possible 


operating, 


such 
under today’s 

declared L. A. 
the Indianapolis General 
plant Under the plan 

advertising circulation 
the circulation equal for 


situation as 


selling 
not only 
all ad- 


of 
net 


1s 


219,134 BOX TOPS in eight 
days from a half page in 


Outdoor 


Form Institute 


To Teach Women 
Chinese Cooking 


Detroit, Mich., Oct. Paralle 
ing an intensive newspaper 
paign to be launched shortly in ea 
of the company’s 40 principal m 
kets, La Choy Food Products, I 
will sponsor a sales promotion org 
ization to be known “Tnstit 
Chinese which, durin 
fall and winter, will offer spe 
prepared luncheons, dinne 
and suppers at attractive rates 
churches, women's clubs, and otl 
similar organizations 

The demonstrations, 
French Jenkins, advertising manag 
will afford an opportunity for the 


18 


Ca 


as the 
of Cookery” 


the 


according 


with La Choy’s prepared chop s 


Miss Claudess Bradley will be 
rector of the organization. 
Following the practice that pr 


so successful last fall and_= spr 
the company will continue to ! 4 
small but frequent insertions 


metropolitan N 


Aver & Son, 


newspapers. 
Inc., is in charge 


Crane’s New Work 


H. Crane, formerly 
Batten, Barton, Durstine 
born, Inc., and the J. Walter TI! 
son Company, has joined Né 
Emmett Company, Inc., New } 
in an executive capacity. 


Clifford to Skelgas 
Harry W. Clifford, formerly 
Reynolds - Fitzgerald, Ine., Chit 
newspaper representative, has jo! 
the Skelgas Company, a_ subsl 
of Skelly Oil Company, Kansas | 

Mo., advertising manager 


P 
with 


assoc 
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as 


Metropolitan 
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WSB....... Atlanta .... ..NBC 
WFBR...... Baltimore. _.NBC 
WBRC...... Birmingham .. CBS 
WAAB..... Boston .. ... CBS 
‘WNAC..... Boston ..... _..CBS 
WICC. wen BS 
WBEN...... Buffalo ... — = 
WGAR..... Cleveland ...........NBC 
WFAA..... , NBC 
ae NE oa ssa CM CBS 
ee gg ve NBC 
WBAP...... Fort Worth. .......... NBC 
KTHS....... it See ......... 0 
ER ee eee eee NBC 
WFBM...... a ae CBS 
WDAF..... Maines Gey... ccc NBC 
S HOU L DE R ) "EFI. ........Los Angeles .......... NBC 
SC ee NBC 
WHAS...... Louisville ............ CBS 
Wee. ...s. er are NBC 
WTMJ...... Milwaukee ........... NBC 
WSM....... Nashville ............ NBC 
WSMB...... New Orleans.......... NBC 
WMCA..... de, ABS 
WTAR...... ee: NBC 
KGW....... Portland ............ NBC 
, ee rere NBC 
WEAN...... Providence .......... CBS 
“ EES - | NBC 
tr A B O V E T H E C R O W D Bee. ....... Melt Lake City ........ CBS 
to 1 WOAI...... San Antonio.......... NBC 
'N “KOMO..... Seattle .............. NBC 
7 KJR........ Seattle .........0004. NBC 
weed W. don’t relish comparing the stations listed here with a KTBS....... rn NBC 
bunch of giraffes, but they do have one thing in common. KHQ....... Spokane ............. NBC 
ew) KGA....... ne NBC 
aia They stand out—way out—head and shoulders—above WDAE...... cn eT CBS 
erly the crowd. KVOO...... er NBC 
nae KFH........ Wichita .............. CBS 
er We are not suggesting it—we want you to investigate before ALSO 
. ° THE YANKEE NETWORK 
you buy — but you could just automatically choose THE TEXAS QUALITY GROUP 

the Petry Station in every city on your list, and not go wrong. THE NORTHWEST TRIANGLE 

“Indicates stations located in same city under 
; same management, 
i But don't do it. Find out why these stations are ae Pee a eee a 


the choice of the smartest buyers— 


There must be—and are—good reasons. 


EDWARD PETRY & COMPANY 


INCORPORATED 
NEW YORK ° DETROIT 
CHICAGO ° SAN FRANCISCO 
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ADVERTISING AGE 


October 20, 193, 


i 
D. H. Weld, director of research 


L 

? McCann-Erickson, W. H. Grant, Out 
door Advertising, Inc. and L. A. 
I 


toblee, General Outdoor Advertising 


Company, Indianapolis 
The method of applying the audit 
\ nreé nted i . »% 


was presented in a unique manner in 
which changeable setups of minia 
’ tur treet panels and _ buildings 
Kleiser Re-elected Head Of sere empioyed, wnite those watehing 
. ‘ the de nstration sat on improvised 
0. A. A. for Fifth Time. saisca"stonas. sun’ as are. use 
’ ' ' PARAL PE OP OE a 
ind a priz 
at \\ () ted, « ef ¢ 1! re 
Chicago, Ill., Oct. 1% George W Foster & Kleiser Compan Ix M 
Kleiser, Foster & Kleiser Company,! Fradenburg, General Outdoor Advert 
San Francisco, w: re-elected presi- | tising Company, Burt Loveridge, also 
dent of the Outdoor Advertising As of General Outdoor. and W F 
ociation of America at that organi-|Greeley, manager of the plant de 
zation’s 44th annual convention, | velopment division of the associa 
which closed here toda) This will! tion, presented the demonstration 
be the fifth time Mr. Kleiser has 
headed the grou Few Changes for 1935 
Attendance ran well over 500, mak- 
ing it one of the best attended meet- Few policy changes were made for | 
ings in recent years the coming year. The regular acti- 


The meeting was featured by the|Vities of the organization will be 
large number of notable figures in|continued much as in the past, the 
the advertising world in attendance, | #ame 
both as speakers on the program | however, being changed to industry 
and as visitors | relations division. Close figuring en 

Among them were John A. Benson, |@bled the organization to announce 
president of the American Associa-|a@ further substantial reduction in 
tion of Advertising Agencies, who|4ues, arranged in a manner which 
spoke at the opening session; W. C. brings greatest relief to the smaller 
D’Arcy, head of the St. Louis adver-|OPerators who have felt the depres 
sion the most 

Continued joint sponsorship of the 


tising agency which bears his name; 
C. P. Fisken, advertising manager of , 
Chevrolet Motor Company; Lucien P.| Harvard Research on Street Traffic 
Locke, director of advertising, Ethy]| With the A. N. A. and the Four A’s 
Gasoline Corporation; H. H. Kynett, | W45 proposed and adopted. John 
president, Aitkin-Kynett Company,| Paver, former secretary of the asso 
Philadelphia, and Frank T. Hopkins, | ciation, will continue as the Harvard 
president of the National Outdoor | fellow conducting the study. 

Advertising Bureau, all of whom Under the plans for 1935 all asso- 
spoke at the session devoted to the | ciation plants will automatically, 
presentation of the problems of na-| Upon payment of a $2 fee, become 


tional advertisers |‘‘nlant members” of the Traffic Audit | 


| Bureau, entitling them to receive the 
|published literature of this body, to 
Many other prominent advertising |employ its methods of counting and 


T. A. B. Well Represented 


executives were on the program at/evaluating traffic and to apply for} 


the traffic audit session. Opened | audit of their figures. 

with a historical resumé of the} A proposal that the Traffic Audit 
Traffic Audit Bureau by Dr. Miller | Bureau be authorized to furnish the 
McClintock, auditor for the organi-| principle to be followed in deter- 
zation, the value of the outdoor ad-|mining the number of panels neces 


With a million dollars a day being loaned under the Federal Hous 
ing Act and heating leading all other industries in the number of 
loans obtained, the automatic heat and air conditioning industry has 
at this time an ideal opportunity to accomplish that for which every 
industry strives—smoothing out the seasonal curve, 

As can be seen from the charts above, the average manufacturer in 
this industry must have for at least one month of each year facilities 
adequate to handle twice the business he does in eight or nine of the 
other months of the vear. In November and December he can handle 
more than twice the business he ordinarily does with no increase in 
overhead. 

Any increase in volume, therefore, brings a much larger proportion 
ite increase in profit. Since the F. H. A. practically assures an in 
crease for the industry as a whole, an expansion of his promotional 
program should bring a manufacturer in this field an increase in 
volume and a much larger proportionate increase in profits. 

Che enthusiasm of automatic heat and air conditioning dealers over 
the F. H. A. is mounting daily. They want to know what the manu 
facturer’s plan is to help them to get their share of the increase. 
rhe most effective way for the manufacturer to lay his plan before 
dealers in his industry is through 


Automatic Heat and Air Conditioning 


The only paper blanketing this industry 


Published?by 


of the educational division, | 


vertising audit was presented by | 
OUTDOOR GROUP Robert J. Flood, Director of Adver- 
tising, Gulf Refining Company, D1 


SHOW HOW TRAFFIC AUDITS ARE MADE 


} 


sary for market coverage was also 
adopted 

The officers’ reports were com- 
bined into one document, and dis- 
closed that the industry had_ suc- 
cessfully met all legislative threats 
during the vear The report also 
declared that 26 per cent of the 
panels in a nationwide representa- 
tive display have been audited up to 
the present time, and that an addi- 
tional 21 per cent are now being 
audited. 

The provisional code authority for 
the trade has now been set up and 
is expected to be made permanent 
|by NRA within the next 30 to 60 
|days. The tentative code budget for 
ithe medium is in the neighborhood 


| assessing operators on a basis of one- 
fifth of one per cent of the gross 


in two installments. 
One New Officer 


Only one change was made in the 
personnel of the officers, Rube Rob- 
inson of Wheeling, W. Va., being ap 
pointed vice-president of the indus- 
| try relations division. 
| 


A. A. Elliot of Hudson, N. Y., was 
elected associate director to the Ca- 


| nadian association. 

An optimistic outlook for the 
future was brought to the meeting 
by all of the speakers. W. C. D’Arcy 
called attention to the fact that the 
industry represents a great deal of 


man-power and urged his hearers to 
take advantage of the fact that 
through proper contact it could build 
up not only a tremendous merchan 
dising machine, but could amply pro 
tect itself from attacks because of 
the large number of friends it could 
make among local business men 

C. P. Fisken entertained the group 
with a witty presentation of some 
of the things which irk the national 
advertiser. Long a salesman, he de 
clared that he looked upon advertis- 
ing as purely a selling problem. 

“We have some dealers and some 
salesmen who expect us to produce 
advertising so strong, so compelling 
that our prospects will tear it out 
of the paper, turn off the radio, slip 
out of the old carpet slippers, grab 
their hat and coat, rush to the bank, 
rush over to the dealer, slap the ad- 
vertisement on his desk and say, 
‘Gimme one of these things!’” he 
said. 

Pointing out the obvious difficul- 
ties of gearing advertising to this 
high level, he stated that Chevrolet 
has established the policy of bring- 
ling groups of dealers in to Detroit, 
explaining the advertising plans, let 
ting the dealers present their view- 
| point, and in this manner consoli 
|dating the selling program. Outdoor 
advertising stands about fifth on the 
list of Chevrolet’s 27 ways of ap- 
| Bealing to the public, he declared 


See T.A.B. as Help to All Media 


The development of scientific data 


| regarding outdoor advertising is act- 
}ing as an aid in rationalizing all ad- 


ing available a means of mechani- 
cally understanding the medium will 
lessen the copy abuses which have 


K. M. Fradenburg, W. F. Greeley, Doc’ Loveridge and R. W. Olm- 
sted demonstrating to poster plant operators gathered at the outdoor 
advertising convention the method by which poster panels are evalu- 
ated under the Traffic Audit Bureau procedure. 


of $50,000 and is to be raised by | 


business conducted in 1933, pavable | 
pa} 


cropped up in the past, he stated. 

“The agencies have been getting 
the blame for a lot of the evils of 
advertising,” he said, “and I guess 
we may as well take it for we get 
the blame anyway. Generally speak- 
ing we are responsible for copy, al- 
though both the advertiser and the 
agency are sometimes guilty of over- 
statement. Frequently the presenta- 
tion of the medium itself affects the 
copy placed with that medium. The 
rationalization of outdoor advertising 
will help all forms of advertising in 
overcoming this evil.” 

The facts uncovered in the study 
of traffic will outgrow limitations of 
application to the outdoor medium, 
Mr. Kynett said In his opinion it 
will prove of great use to advertisers 
in studying and understanding mar- 
kets without regard to the medium 
to be used. 

Lucien P. Locke disclosed the 
woes which beset the advertising 
manager of a big company when 


| word leaks out that a million dollar 


appropriation has been established. 
It is, he declared, the signal for 40 
to 50 requests daily for personal in- 
terviews, and he complimented the 
outdoor industry upon the fact that 
it has done its share to reduce this 
burden by concentrating its seliing 
through Outdoor Advertising Inc. 


Ethyl’s first poster, erected about | 


two years ago and showing a coun- 
try doctor racing with a_- stork 
brought the company more “fan 
mail” than all the advertising the 
company had carried on during the 
previous ten years, he stated. After 
two years requests for reprints of 
this advertisement are still being re- 
ceived. 

The special traffic audit session of 
the meeting, as anticipated, attracted 
a capacity crowd. It is reported in 
detail elsewhere in this issue. 


Mill Plans Progress 


The Southern Newspaper Publish- 
ers’ Association newsprint manufac 
ture committee has recommended to 


members that they do not sign any | 
newsprint contracts covering any per- | 


iod beyond Dec. 31, 1935, as it is 
hoped that the proposed new South 
ern mill will be in operation by that 
date. x 


Trade-Ways Promotes 


Carroll Y. Belknap, for the past 


five years vice-president of Trade- | 


Ways, Inc., New York, has. been 
elected executive vice-president; and 
W. R. Jenkins, formerly manager of 
the Chicago office, has been elected 
secretary, with headquarters in New 
York. 


W. M. Tenney Dies 
Ward M. Tenney, credited with 
perfeeting the photo-engraving pro- 


}cess and introducing it into New 


England, died at his home in Ips. 
wich, Mass., early this week, at the 
age of 85. Mr. Tenney organized the 


| Boston Engraving Company. 


Housing Drive Starts 


Newspapers, radio and billboards 


ap! : | will be used by the Better Housing 
vertising, Mr. Kynett clared. Mak-| ~ , > hee pein Bree 
¢ \} declared. Mak- | ; ommittee of Minneapolis in its cam- 


paign tying up with the FHA drive. 
Addison Lewis & Associates are in 
charge. 


i —. 


Phillips Enters — 
New Field With 
_ Two Face Creams 


(Picture on Page 1) 

New York, Oct. 18.—Philli; lilk 
| of Magnesia face creams, { flv, 
|years the subject of rumor 
| their appearance in two test 
this week Executives of the 
H. Phillips Chemical Compa: 
the delay was occasioned by 
required to perfect the produ 
not by waiting to take advar 


| 


a favorable marketing situat 

Distribution and advertisir 
be confined to the Chicago an: 
burgh markets until Jan. 1 
papers, radio and point-of-pu 
advertising will be used unde, 
|rection of Thompson-Koch Cor 
| Cincinnati. 

The newspaper advertising, 
begun this week, will involve a 
of 20,000 lines divided betwee, 
papers. The News and Americ: 
being used in Chicago and the P 
and Sun-Telegraph in Pittshbw 
There will be a 15-minute radio p; 
gram three times a week at ho 
points starting Oct. 23. 

Simultaneously with the appear 
ance of the first advertising salesm, 
began calling on cosmetic outlets ay 
installing counter displays where 
ders were taken. A low limit has 
been placed on orders during the tes 
period. 

Newspaper copy suggests that or 
objective of the test is to determi; 
to what extent the medical ang 
shall share in the appeal. To st; 
with, it is but slightly subordinat 
to the cosmetic approach. 

Illustration is limited to the ty 
cream jars and a bottle of Philli 
Milk of Magnesia. The fact that t 
advertiser is also the manufactur 
of the proprietary is again broug 
out in the text. Like the medicin 
the face creams are said to be go 
for acid conditions, neutralizing t 
fatty acid accumulations in the pore 
of the skin. 

The creams cannot be classed a 
new and untried products, the adver 
tising points out, as creams of this 
type have been suggested by sk 
specialists for many years. Mea 
| while, the beauticians have donet 
| best they could with Phillips Milk 
| Magnesia facial packs. 


Wants Carter 
To Administer 
Printing Cod 


Chicago, Oct. 17.—A resolution s# 


gesting that George H. Carter, Uni / 
States Public Printer for 12 y 1 
prior to three months ago, be 4 aud 


pointed divisional administrator 
the NRA in charge of the gral 
arts codes was adopted at the MBporteg yp 
annual convention of the United eekly so 
pothetae of America which cl0trchandis 


beading m 


here today. aceable 
The United Typothetae also acts St pay | 
|the code authority for the ™ mic Wee} 
| printing industry, and a major! ‘dicho 
| tion of the discussion at the con@m "ess 
| tion centered on code matters. 


The resolution urging the 
| pointment of Mr. Carter dwelt Ugg?rominen 
| the fact that frequent changes Win T) 
| ficial personnel and lack of fam “ased on 
| ity with the problems of the gray mer has 
arts industries greatly retardé 
fective code administration. 

The convention also adopted 4 
olution opposing the sale of pritt 
envelopes by the Post Office Dé! 
ment at prices less than those sé 
in the price determination sch 
and cost determination schedu 
the graphic arts industries. An 
resolution directed that the NRA 
the national code authorities 
titioned to take action toward 
venting certain types of 
from being sold on a gang pri! 
| basis. 

Officers re-elected included 
J. Smith, Rochester, N. Y., pres!o@,. , 
John H. Demarest, New Haven. | 
vice-president; Bernard B Bi : 
berg, Cleveland, treasurer; and 
J. Deviny, Washington, ex 
vice-president. 
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+, Unit It pays to play to The Comic Weekly 


12 y 
. be 
rato! 

eT ap“EMeading manufacturer of a dentifrice 
the se rted that one page in The Comic 
nited eekly sold a sufficient amount of 


‘h = c0SRrchandise over the counter at retail 
aceable thru cartons received), to 


audience —as these advertisers have proved 


diately stepped up sales—21% in Feb- 
ruary, 47% in March, 43% in April. 
After such showing The Comic 
Weekly was used on a regular sched- 
ule beginning in the Fall of 1933. Sales 
increases continued — November 
156%, December 38%, January 65%. 
Total sales increase for year 36%. 


\ manufacturer of a beauty bath pow- 
der called, :n his advertisement, for 
an outlay of 20c . . . the reader had to 
buy the product and send in a dime 
in cash. All records, including radio 
returns, were smashed. 


On October 7th, 1934, General Foods 
Corp. ran its 47th advertisement in 
The Comic Weekly since May, 1931. 
An adequate testimonial to the adver- 
tising productiveness of The Comic 
Weekly. 

° 


Let us tell you about the others! 


so acts st pay for three full pages in The 
‘ne , micWeekly. The returns exceeded 
najor } Previous offer in the history of 
se coal dusiness—free offers included. 
rs. ° 
the 
welt UMggProminent soap manufacturer spent 
ges wy in The Comic Weekly in 1931 
f fat peed on results this same manu- 
he gt urer has since spent over one mil- 
eae N dollars in The Comic Weekly. 
mn. o 
ypte da , 
of pris ‘ manufacturer of a nationally ad- 
Ace Delian. sed cereal ran a test page in The 
a ic Weekly two weeks before the 

oe pole’! bank holidays in 1933. This 
mn oe ‘Advertisement, thoroughly mer- 
scheau™ dised to utilize The Comic 
s. At thly prestige with trade, imme- 
1e NRA 
ities | 

tow ard 


— 
ing pr We 
’ 
Yd 
. Vetarr? 
v wf fe M 
uded + a \ eee 
r Mresler ne « 
+ Pl Weekly -**Puck’’. 
ven 
avell 
Ha 
B t iam gle, and other celebrities of the cartoon world enact the human dramas of 
t venture, mystery, tragedy and comedy to which every reader responds. The 
ee ant 
Tr, an rtising pages to regular comic strip pages is restricted. That's an additional 
h exe : The Comic Weekly is preeminent among comic section mediums, both from 
’ ° 
and advertiser's standpoint. If you are looking for extraordinary results, call 
rdinary medium! 
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is distributed as an integral part of the 17 great 


ay newspapers. It is the stage upon which Jiggs, Pop-Eye, Tillie the Toiler, 


Fi 
mt 


Zé 
—_*, 
r* 


LAUREL and HARDY 


/ 


and KATZENJAMMER KIDS 


mericus 


") Great Escapaders 


They play their pranks well. Millions give 
them a hand, because — like all star performers 


THEY ENTERTAIN! 


N millions of homes, Bobby and Mary beg Mother and 
i Dad to go to the movies because there is a LAUREL 
and HARDY comedy showing. And Mother and Dad 
are just as keen to go as the youngsters are, because they 
are entertained by the escapades of these two master 
escapaders. 

And when Sunday comes the whole family goes for The 
Comic Weekly to enjoy the escapades of The Katzen- 
jammer Kids, who have been America’s best loved es- 
capaders for nearly forty years. They shared the limelight 
with Weber and Fields, back in the gay nineties when 
those great comedians were America’s foremost fun- 
makers. And they have since shared the limelight as each 
new star of comedy passed across the entertainment 
horizon. The Katzenjammer Kids’ career is ageless — 
because human nature doesn’t change. 

Every Sunday, The Comic Weekly puts on a show 
with an all-star cast. The Katzenjammer Kids, Jiggs, 
Pop-Eye, Skippy, Barney Google, Tillie the Toiler and 


other national entertainers absorb the interest of each 
member of the household until The Comic Weekly has 
gone the rounds of the entire family. 


This “entire family” circulation in over 5,000,000 families 
is the explanation of why The Comic Weekly produces 
such phenomenal results. 


There are, of course, other contributing reasons. One is 
that 89% of all The Comic Weekly families live in the 25 
states where 77% of all retail buying is done. There is 
ample proof that they have the money to buy. 


Another reason for the productiveness of advertising in 
The Comic Weekly is that only a very few advertisers 
share the attention of The Comic Weekly audience in 
any one issue. Advertising is strictly limited. No adver- 
tisement ever gets lost in The Comic Weekly. 

If you would like to know more about this most unusual 


advertising medium, please call COlumbus 5-2642, New 
York, or Superior 6820, Chicago. 


The Comic Weekly 


Everybody reads the comics 


959 Eighth Avenue, New York City 


Palmolive Building, Chicago 
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NEW GARAGE in Manhattan. i: “ae aeons 


at Ma _ = = 
[It cost $168,000 and has an nl ae. 
ultimate capacity of 125 trucks. gga —— a 
It houses 90 vehicles now, and tee nak a 
t houses 90 vehicles now, anc Fig tip a 
the rest of the feet is kept inthe 


Brookly Nn Cardge ° 


October 20, 


1934 


ee 


morrow. 


Owing to ‘ack of space we a" 
forced to omit 59 columns 0 | 
advertising in the main section 
of this issue and 46 columns o 
advertising from the Brooklyn } 


i} Section. 


SOLD OUT sign is up again. Fron 


Daily News of October 12. 


NEW PLANE for photograph 
work, cost $8,300. It supplements 
the amphibian already in use. 


(22h) ere 


et 


are 


Seed t do ERSE 


—" 


or 


NEW BLACK PRESS equipment, 8 additional high speed units, has been ordered. One unit1s 


seven are on the way. Drive motors, accessories and installation will run to approximately $296, 


NEW ENGRAVING EQUIPMENT 
cameras, etching machines, proof presses, 


etc.—cost $12,000. 


(right) NEW COLOR PRESS for the comics has 
been installed to keep up with the Sunday circu- 


lation. Press, equipment aud installation will 
total $150,000. 


(left 

THE NEWS FLEET grows! Automotive pur- 
chases of the past twelve months include <9 
delivery trucks, 3 paper roll trucks, 10 small cars 
for circulation department use, 6 for editorial, 
and 4 for mat transmission. And 10 more new 
trucks have just been ordered. In all $195,000 
has been spent for rolling stock in the past year. 
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im went to press—compared with a nine months total of 17,800 last 
Mmycar and 16,400 pages in 1929. News circulation is at its all-time 
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maptovide for better years coming—The News has within the last 


Maltruism dictated this expenditure. A bout $750,000 has gone Into 


mn Chicago, Plainfield, N. J., and toolshops in New England 


Tower, Chicago * Kohl Building, San Francisco * 220 EAST 42Np ST., NEW YORK 


EXTRA STORIES added to the News Brooklyn Plant will cost $375,000. These new floors will 


house our new colorgravure pressroom, requiring $300,000 worth of new presses and equipment. 


3 the first nine months of this year, 20,200 News pages 


(below) EQUIPMENT for the new garage added a 


total of $43,000 to the building cost. 


pak—more than 1,550,000 Daily and 2,300,000 Sunday. 
Advertising linage for the first three-quarters of the year totals 
10,783,174 lines, a gain over the same period in 1933 of 
1,336,812 lines, and 2,269,801 lines ahead of nine months 1929. 

To take care of more and better business this year, and to 


twelve months spent more than $1,650,000. Expansion and not 


building, and approximately $900,000 into capital goods and 
the heavy industries. These News expenditures have created COMPOSING ROOM has 
hundreds of jobs for the building trades and material purveyors added $ new Model Eighs 


linotypes and three new 


n and around New York City; employed skilled mechanics eee ee 
than 931,000. 
owns; made work for the factories 1n Detroit, Akron and 
sewhere, have swelled steel orders in Pittsburgh, Gary and (below) NEW AUTOMATIC CASTERS installed in both Manhattan and Brooklyn plants cost $71,000. 
leveland. Sharing our better business makes business better for aie | i 
verybody ! Z. 


And if you want better business, why not go after it in a 


— 
ae = 


arket that is going ahead, in a medium that is going ahead ? 
‘0-ahead advertisers in The News get majority coverage of the 
ountry’s best market, at the country’s lowest milline cost. Give 
ourself a better break for better business—now, in The News! 


SEW YORKS PICTURE NEWSPAPER 
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| and sectional newspaper organiza- | 
representatives of their 


| tions or 


i 
a 


NEWSPAPER ADVERTISING MEN HEAR REPRESENTATIVE 


STUDY OF A.B.C. | choosing. 
RULES SUGGESTED Mr. Barnum, who is vice-president 
lof the American Newspaper Publish- 

RY NEWSPAPERS ::: Association, prefaced his intro- 
ferme of the resolution with the 


Explain Resolution 


explanation that the A. B. C. is now 
20 years old, and therefore many of 

a ‘ ; 
Small Dailies in Victory; the planks in the original platform 
’ | may have been weakened by the on 

Kil] 5-Day Average | slaught of time. 

' In a later explanation, he added 
ithat there has been considerable 
Chicago, Oct. 18 In a meeting so|criticism of the A. B. C. by some 
spirited that the chair was at times | newspaper members and he expressed 
forced to admonish the proponents|the opinion that this proposed in 
and opponents of leading proposals,| vestigation would prove that this 
the newspaper division of the Audit | criticism was without any basis in 

Bureau of Circulations today adopted | fact. 
the city within a city rule and killed The vote on the resolution was | 


the five-day average proposal. 


exploded 


| taken verbally and exact sentiment 


A surprise was in the/of the newspaper division was diffi 


nbn wus? ——— 


a cnammea nee 


newspaper ranks by J. D. Barnum, of 


Post-Standard in a reso- 


cult to ascertain, since previous ver- 
bal voting had been shown to be ex- 
tremely misleading in comparison 
with the vote rolled up through the 
use of proxies. 

The A resolution, 


the Syracuse 
lution asking for a complete review 
of A. B. C. rules and 
committee of eight to 
by the president of the 


methods by a 
be appointed 


A, 3: C. second also spon- the committee, to include a represen- 


resolution, which was adopted by the|sored by Mr. Barnum, provided that| tative of the International Circula- 
newspaper division for presentation] the newspaper division is to pay the|tion Managers’ Association, shall 
to the general meeting stipulated,|traveling expenses of members of the| study all rules and _ conditions 


however, that the committee be com- | committee. 
prised of the presidents of national | The first 


pertaining to membership in the Au- 


resolution provided that|dit Bureau of Circulations, as well 


a 


GO 
Ne road is char 


WINE & LIQUOR 


PROFITS 


Package Sales . . . Bar and Table Service 


NTIL now doubt has prevailed concerning retail outlets — Who 
they are?—Where they are?—How do they sell? — What do 
they sell?—What is their financial status? Wine and Liquor Profits 
Survey indicates the clear road to merchandising stability through re- 
sponsible package stores and bar and table service outlets. The Survey 


Write 


includes much "off the record" merchandising information. 


for it today on your business letterhead. 


WINE AND LIQUOR PROFITS 


for better retail purveyors of wine and liquor 


420 Lexington Avenue, New York 


Anew GILLETTE publication 


as those governing operation of the 
Bureau. 

The adoption of the city within a 
city resolution was carried by a large 
majority, 346 to although the 
verbal voting which necessitated the 
| casting of ballots had indicated that 
the battle was about even. The five 
|\day weekly average proposal was 
| killed even more decisively, the vote 
| being 563 to 94. This total was rolled 
|up despite the fact that not more 
|than 200 members were present at 
ithe time, the battle of proxies hav- 
ing been waged fiercely for weeks 
previous to the meeting. 


Or 


“vu, 


Resolution Is Amended 


Though the adoption of the first 
proposal represented a victory for 
the smaller newspapers, which con- 
tended they were laboring at a dis- 
advantage against sweeping claims of 
their big-city rivals, the latter won a 
| point when they secured abolition of 
|the clause providing that they shall 
| break down their circulation in sub- 
|urban cities in exactly the same man- 
ner as the local dailies. 


| 


The resolution as adopted read: 
“When a municipality in which a 


cluded in the arbitrary city zone of 
another city, each newspaper pub- 
|lished in the latter city shall set 
forth its circulation in the munici- 
pality arbitrarily included in the 
city zone of the larger city.” 


The proposal which was defeated 
in the newspaper division was to 
rescind Chapter B, Article II, Section 
11 of the Bureau’s by-laws and rules 
and substitute therefor the follow- 
ing: ‘ 

“All daily newspapers shall have 
the optional privilege of reporting 
daily average circulation on a five- 
day week basis. If the five-day 
average reported it shall be in- 
dicated on the report as ‘Daily Aver- 
age—Five Days.’ In such the 
sixth day circulation § shall re- 
ported separately in the next adjoin- 
ing column under the heading ‘Sixth 
Day Average.’ Provided that when 
over a period of three months the 
average circulation of a daily paper, 
is on a certain day of the week, fif- 
teen percent in*excess of or below 
the average of the other five days of 
the week, the separation of the re- 
port into ‘Daily Average—Five Days’ 
and ‘Sixth Day Average’ shall be 
compulsory and not optional. Circu- 
lation reports on editions published 
on legal holidays may be omitted at 
the option of the publisher.” 


is 


cases 


be 


Battle Lines Drawn 


This proposal was advanced by 
Victor H. Polachek, of the Hearst 
Newspapers, and it met with organ- 


ized opposition from a committee 
comprised of Edward H. Butler, Buf- 
falo News; Clark Howell, Jr., Atlanta 
Constitution; W. E. Macfarlane, Chi- 


cago Tribune; J. Noel Macy, West- 
chester Newspapers; A. L. Miller, 
| Battle Creek Enquirer-News; S. R. 


| Winch, Portland Journal; Edwin S. 
Friendly, New York Sun, and others. 

Mr. Friendly provided some last- 
|minute ammunition by reporting that 
the resolution was opposed 40 to 3 


by the Interstate Circulation Man- 


member newspaper is published is in- | 


General view of the luncheon of Newspaper Advertising Executives at the Stevens Hotel in Chicago 
Wednesday, which was addressed by John T. Fitzgerald. 


agers Association, in 
| East on Monday. 

| The debate on the proposition to 
| force metropolitan dailies to break 
‘down their circulations in smaller 
cities in their territory in which an 
|A. B. C. member is located also de. 
|veloped plenty of opposition. One 
| paper’s representative argued that no 
|}metropolitan paper knows where its 
| papers go—it only knows where they 
}are sold. 

Another said it would cost a large 
sum of money to make a detailed 
| breakdown of the circulation con. 
|cerned and it was this representation 
which caused elimination of the re 
|quirement that this analysis be as 
minute as that of the smaller papers 


Stodghill at Helm 


Howard W. Stodghill, of the Louis. 
ville Courier-Journal and Times, pre 
sided at the session and handled dif- 
ficult situations with skill and di 
plomacy. Mr. Stodghill’s position 
was complicated by the fact that the 
credentials committee was late in re 


meeting 


| 


porting, so that it was impossible 
'to get a vote on the various pro 


| posals until late in the afternoon. 


| As a result of this situation, th 
| newspaper division recommended that 
lin the future sessions be postpone 
| until the credentials committee | 

| reported, so that speedy action might 
| be obtained. 

The division concluded its day’ 
work by delaying the vote o1 
| proposed revision of dues, pending 
| further study. 


| - 


|Macfadden to 
Publish New 
Weekly Paper 


New York, Oct. 18.—Macfadd 
Weekly, a national weekly set up! 
issue state editions when desired 
will reach news stands Oct. 27. Sell 
ing for five cents, it will be geared 
to continuance on circulation alodé 
and advertising will not be solicited 
for the time being. 

The paper will be published )Y 
| State Weekly, Inc., 350 Hudson St 
| wane has taken over the old Graphit 
|quarters. It will be printed on the 
|Graphic presses, appearing in stale 
|}ard tabloid format on newsprint. 
| The publication will feature 4 
|ticles on politics, and the first issvé 
‘of 28 pages will include an extra 
|four-page insert for distribution . 
|New Jersey. The extra sheets wit 
‘carry a sensational article on té 
| political situation in that state. 

An editorial by Bernarr Mactfaddea 
|with a cartoon occupies the eal! 
| first page. The publication will 45 
learry fiction shorts and serials, * 
ticles on general interest apart fro! 
|politics and several departmen’ 

Howard Swain, managing editor 
the old Graphic, is managing edit 
lof the new weekly. 


New Liquor Paper 


The Conover-Mast Corporation, Ne 
1 York, has announced plans for 4 we 
magazine to be known [ 
Store & Dispenser, 


as Lty 
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What’ \68 Advertising Pages Ahead | 
of _ First Nine Months Last Year! 


THATS MORE THAN | 
THE COMBINED GAINS 


LEADING MECHANICAL 
MAGAZINES! 


1e 
to 
ak 
er 
an 
le- 
ne 
no 
its 
ley 
rge 
led 
‘On- 
ion 
re 
as 
ers 
ULS- 
pre 
dif: 
di- 
ition 
the 
n Te 
sible 
pro vf 
n. iit 
the i 3 poe So Se 
| that ™ ss P lrg O ii 
“FE Spectacular Lineage Gains Draw All Eyes to /! 
+ . . e a . ' 
Big Circulation Gains Make It an Outstanding Buy! 
V NY magazine has to be a producer to achieve Where, at its low price, could you buy such for its articles on scientific subjects, on how to be 
er “4 such a record as MODERN MECHANIX AND - a concentrated block of ideal customers for auto- a better mechanic, on a score of car, home, radio 
p NVENTIONS has achieved in only one year! motive -home ‘sporting and personal mascu- and outdoor subjects. 
‘abt apnea ged once its sag voonosenlsoniged line a ‘ gensilp-mnipn ve ape vba wheal -_ And it’s being bought in increasing numbers 
up wy? dozens. — advertisers are increasing the group of over 200, readers whose chosen mag- every month! Long before our new guarantee of 
esirel BS2e Of their copy month by month. And no_ azine so clearly proves their high mental (and 210.000 circulation went into effect. MODERN 
hpi « ’ ’ 
. S& Bvonder -as keyed-copy records tell their story as a rule, financial) caliber? Here is a magazine SLIANITW I 7 er 
gear" the amazing responsiveness and willingness that over 210,000 men buy to read for profit. It’s daneeriptonte A? vvmeremers was delivering 
alone os pons Ay lies . iste a ve oe a solid bonus over that figure. In little more 
olicitel FO buy of this outstanding all-man’s _ notamagazinetoberead for light amusement and than a year circulation has increased bymore 
Magazine. cast aside! It’s bought (on newsstands primarily KO . : ¢ 
ned bY P 8 Pp . than 95°%. Solid, healthy gains, too; for MOD- 


son St. ERN MECHANIX AND INVENTIONS delivers a 
Graph bigger percentage of newsstand circulation than any 


on Ut 


1 tanh 210,000 NEN aie Averaging 29 Years of Age other magazine in the mechanical field. 


d Investigate this well-to-do, concentrated block of 
ure a 


st issuem all-man circulation now. When you see what it offers 
n exttl W 4 AT A Vi A RR * FE T! you in the form of men and money, you'll wonder, 
ution “ not at its gains, but that |you weren’t among those 
‘a ‘a who led the rush into its columns! 


"Il For Automotive FORHOME FORPERSONAL FOR SPORTING 
“EQUIPMENT | EQUIPMENT ITEMS EQUIPMENT | MODERN MECHANIX PUBLISHING CO. 


att 52 bh ge Ave. 360 N. Michigan Ave. 
will als NEW YORK CHICAGO 
sale ar C & a , Fe ( 4 y . . a ad 
rials, © 68.5 70 Are 41.5°. Own } oung Men 78° Fishermen 7 529 S. Seventh St. 1642 Russ Bldg. 705 Bendix Bldg. 
aie Ne Cars; tires; bat- Home shop equipment; Clothes; cigarettes; edu- Guns; rods; reels; cart- 
ig ed! fries; gasoline, car, paints; furniture; tools; cation; everything that ridges; and clothes for 
"adios: 140,000 to 150,000 radios; electric refrigera- a man buys for himself. these and other sports, 
tomers tors all Here's all- not to men- : : 
‘or every Fag types of ih MMA man circu- et. tion golf, .| co, 
er ty ‘of au- h o m e AYA lation, of wf tennis and 4 i 
ie n, Net Omotive m p= 35) equipment. g ty young men } VA ot bh er : 
iss 2 net iccessory! f. des nit —, with money. = ‘ equipment. 72 
for ign’ mts ego a 


AND INVENTIONS | na 
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More Discrimination Against 
Advertisers 


Readers of ADVERTISING AGE are! endeayored to prove that advertising 
familiar with the efforts which the is uneconomic, and yet the defense 
independent gasoline marketers have ot non-advertisers against advertised 
been making to establish a differen- competition is an effort to compel 
tial, under the petroleum administra- higher prices to be charged by the | 
tion at Washington, in favor of un-| advertiser than the non-advertiser, 
advertised as against advertised | This is a remarkable tribute both to 
products, thus forcing the advertiser the power and the economic justifi- 
to sell uniformly at a higher price cation of advertising, but it is at the 
than his competitor who does not ad-| Same time an obviously unfair at 
vertise While no formal order to! tack upon those who employ it | 
this effect has been issued, it is more Petroleum marketers who are fight- | 
than possible that it will be forth-|) ing such unjust and discriminatory | 
coming, particularly as the leading | action by state officials as that in| 
advertisers in this field, after having | Wisconsin, and who may later have | 
tried the plan experimentally in a/to fight similar action by federal au 
number of markets, have now refused | thoritic should have the complete | 
to continue it. They are both able} support of all advertising interests in | 
ind willing to meet the prices of un-| their battle against unfair policies ot | 
advertised competitive products this characte) Advertisers in all 

Now comes the state of Wisconsin | lines, as well as publishers and oth 
with an order from its department of | ers serving advertisers, should make 
agriculture and marketing, requiring | their position unmistakably clear on 
advertise! of gasoline to accept athe proposition that advertisers 
half-cent per gallon differential as | should be free to compete at all times | 
compared with the retail price of un-|on even terms with their competi 
idvertised gasoline The effort by a} tors. 
tate authority to put advertisers in Incidental the action of a single} 
this important field at a disadvantage | state, operating to interfere with the} 
a ompared with their competition | orderly processes of marketing on a} 
is being fought in the courts, as it! national or regional scale, suggest 
should be, but it supplies a warning | What may appen when government 
of what advertisers must expect to) endeavors to interfere with the price | 
contend with if state and federal; structure of an industry. This has 
vovernments are to undertake com-, been done to some extent already by 
plete direction and control of mat the AAA But if individual states 
keting are to attempt to regulate” retail 

Advertising has demonstrated its) prices within their borders, even if 
ibilitv to reduce marketing costs to no single group, such as advertisers 
the nae that its expense can be is discriminated against, marketing 

illv absorbed, thus enabling the ad-|and advertising nationally will be 
vertisel to maintain no higher) serious if not fatally handicapped 
prices than are in effect on unadve) Variations of this kind will operate 

ed products, and in many cases, by | as effectively as tariff walls, prevent 
eason of increased volume, to lower Ing t ( nterchange of commodi 
ther Cy itic of advertisin have. ties 

T a 
ake Your Choice 

In discussions of advertising regu ip egculutory laws cannot be 

tion hould be borne in mind logical made unless the advertising | 
that the choice not between regu ndusti s prepared to offer the al 
ation and no regulation, but between ternative of effective regulation by 
elf-reguilation and government regu- advertise) nd publishers them 
atiol Phat why Lee H. Bristol elye 

hose ilk before the United Medi Some progress has already been | 

le wmutacture. of America was mace Lt obviously inadequate as 

lima ed in the October 15 uela ibs ite fe thorough and com 
LDVERTISI \ce, urged immediate plete n b all interests con 
tion |} elf-regulation a an alte) cerned We believe that the initia 
ve to federal legislation tive might well be taken now by lead 

r) e who are sitting back in the ¢ publishing and other groups of | 

ype that anothe ucce ful fight iivertising mediums, since sentiment | 
, bye de at the next session of amonye advertisers and agencies ha 
Conegre ainst proposed legislation already developed to a point which 

he igwell-Copeland variety | justifie the itement that reason 
uid ot be too optimist Ikven able onti objectionable adver 

Oug ore opposition will un- 1 ne bv the groups will be up 

bres be presented, the defense porter and practically 
me * 


"| finally convinced him he needs a pair of Daisy scales!" 


Voice of the Advertiser 


A Rough Proofs Reader 


Voices A Complaint |” 
Editor: 
ol 


In connection with 
my subscription 
the opportunity 
the excellent 


To the 


the renewal 


cannot resist 


comment upon progress 


vou are making with ApvVERTISIN« 
\GR. 

But I don’t like your new make-up 
with Rough Proots buried in the back 
section. It seems to me this is simi 
lar to taking Brisbane off Hearst 
hewspapers’ front pages. It wouldn't | 
look like a Hearst paper if they did 

HARVEY MALoryr, 
Verree & Conklin, In¢ 
San Francisco, Cal 
¥ v v 


Wants Light On 


Population Figures 


To the Editon In the current 
issue of vour paper I note a new 
item relative to the decline in the] 
growth of population in the United 
States \s you will observe this re-| 
fers to a birth rate of 3.8 (or what 
ever the exact figure Is) per thou- 
SG 

In discussing this matter in vou 
editorial columns you speak of a rate 
of increase of 3.8 per cent Mav I 
point out that 3.8 per thousand and 
o.8 per cent are vastly different mat 
ters (an vou tell me whiecel Ss col 
rect 

S. M. FERRER 
Spearhead Service, New York 

| Editor’s note \ caretul readings 
of the article and editorial in ques 
}tion will reveal that they refer to 
two entirely different sets of statis 
ties The article gives figures on 
the birth rate, whereas the editorial 
discusses the rate of population in 
crease Since the rate of population 
increase is not governed by the birth 
rate alone, but by both the birth and 
death rates, it is entirely logical the 
figures presented should not be iden 
| tical 

There no reterence in the new 
story to a birth rate of “3.8 per thou 
sand.” The story says that 40 years 
ago the birth rate was 36 per thou 
sand, and that by 1930 it had reached 
IS per thousand, with the Bureau of 
the Census currently estimating it at 
1) per thousand. | 


v 


Liked Report of 


v v 


D. M. A. A. Conference 


To the Editor: I want to thank 
you tor the splendid space given the 
annual conference of the Direct Mail 
| Advertising Association in your issue | 
of Oct. 13, and at the same time com 
pliment y on the able and efficient 
manner in Which the meeting was 
covered 

Frankly, our accommodations f¢ 
the pre were inadequate. <A suff 
elent number of advance copies ot 
speeches was not on hand, and that 
a mal 0 py on the conterence 
ne because he id shoved dow 

ur press or publ 


bureau, but because he had to go and 
| get it! 

Me see, in past vears we have al 
1}wWays employed a professional pub- 
1} licity man who worked under the di- 
to | rection of our professional exposi- 
;jtion manager This year, the show 
lwas run by “long distance’——trom 
|New York—and a local committee 
| was supposed to take care of pub- 
|] icits 

) Although you--and other papers 
|have given us very splendid treat- 
| ment, I assure you that next year 
we will be better organized to take 
care of your requirements. gain, 
thank you for your cooperation. 


LEONARD J. RAYMOND, 


General Chairman, Seventeenth An- 


nual Conference & Exposition, Di- 
rect Mail Advertising Association, 
$0oston, Mass 


v v v 


Literary Swats Fly 
Thicker and Faster 


To the Editor I have just read 
the Oct. 6 issue of ADVERTISING AGE, 
land, of course, could not miss the 
|headline, “Collins Takes Lusty Swat 
at Agency Service.” 

Isn't it too bad that Mr. Collins 
decided not to establish his own 
ugency a year or so ago. By this time 
we all might have learned just how 
an advertising agency should fune 
tin} 

When some real advertising man 
in New York returns the compliment 
with a lu ty swat at Collins I hope 
he will not pull his punches. 

H. J. NICHOLS, 
Vice President, Mumm, Romer, Rob 
bins & Pearson, Ine., Columbus, O 


v 


Wants Index of 


v v 


Research Items 


To have been 
the weekly col- 
carrying, called 
Advertisers.” It 
have a complete index of avail- 
documents, we'd appreciate a 
and from this date on will clip 
column it appears. 


the Editor: I 
much interested in 
umn have been 
“Intormation for 


very 
you 


you 
| able 
| copy, 
i the 


as 


You are offering a very useful fea 
ture to all agencies that attempt to 
;}maintain an active file on library 
| sources — marketing — media — re- 
search—merchandising—distribution, | 
and the many other features that 
come under the head of ageney sery 
ice, 

The index would be appreciated, as 
|}would vour forwarding the docu 
}ments listed herewith 
| HENRY J. KAUFMAN, 
President, Henry J. Kaufman 


\dvertising, Washington, D. C 


v v 


‘Rough Proofs Called 


A. A’s Salt and Pepper 


| 


| To the Editor: I had a word ot 
appreciation for you during the re 
cent N. I. A. A. convention, yet be 
ing on the wing most of the time, I 
had little opportunity to utter it 
Kiver since the birt] ADVERTIS 


Information 
forAdvertisers 


| The following documents m be 
secured without charge by ap 
| national advertiser or advertisip, 
}agency from the companies sponses 
ing them, or through Apvy 

AGE. 

INo. 65] Sales Opportu 

Greate College Market 

An interesting and complet 
jure published by National 
ling Service, Inc represent: ( 
Collegiate Digest and college ewes 
papers Contains important « 
the field and also a list of 737 R 
hewspapers 
No. 652 Data File on Sports ‘ 

A folder containing a vai I 
data on Nports Afield, including 
pressions from advertisers, a sty 
of its rate structure, lineage ar 
culation records, data on the fie 
served, et F 
No. 621 Route List of Portland Ry as 

tail Grocers. 

Published by the Portland Ore a 
gonian, this grocery route list ny 
only contains explicit directions f a 
routing salesmen to grocery outlets 
in Portland, but it also contains 
directory of wholesale grocers an 
buyers, chain store groups and buy % 
ers and buying associations. IB 
|No. 638. McGraw-Hill. vile 

A folder published by tie McGraw abl 
Hill Publishing Company giving se 
brief description of each of the M ‘ 

-|Graw-Hill publications, and also a vile 
|outline of the work of the McGraw. —& '! 
Hill Book Company and the McGray ph 
Hill Catalog and Directory Compan) an 
gil 


'614. Personal Problems. 

This is an interesting exposition 0 
the contents of Physical Culture an 
| of how it ties up with the story the 
advertiser is trying to tell. In othe me 
| words, the magazine is the “tra R 


paper” of every woman with a pro are 
lem, and she reads it for “busines: 
not pleasure. a 


617. 
This story, issued by the Litera 
Digest, relates the adventures of ¢ 
advertiser of a line bought only ! 
women. This advertiser, according 
the survey, is getting more inqui! 
than ever before at lower cost. 
27 per cent of these inquiries 


converted into sales. 


No. Cherchez la Femme. 


No. 6338. Oklahoma Comes 
\ decidedly unusual book 
through the medium 
full-page pictures, identified 
time and place of taking, the act 
condition crops in 23 Oklaho! 
counties scattered about the sta‘ 
The photographs were made by 
staff photographer of the Oklahor 
Publishing Company, by whom tl 
book is issued, in a quick swing aboil 
the state between Aug. 11 and 2} 
“Please accent this evidence of cdl 
ditions they are in Oklahon 
with the assurance of the Oklahol 
Publishing Company that it 
portrayal of ‘the other sit 
the introduction say 


Throug 
whi 
of 


as 


show Ss 


of 


as 


is 
honest 
the 


of story’,’ 


No. 645 Poult 

Market. 

A factual study of the 
market, replete with charts and 0%@ 
ures, and containing also a detail 
analysis of the market in the poult! 


The $&428,000,000 


poult 


| field for trucks, wire, roofing masers__., 
rials, insulating materials, electric ” 
water systems, and a multitude W 
other commodities and services AR-c 
Ack, your column, Rough Proofs, /- 
struck me as being the most del! 
of all business-paper columns. E£' 
now, when the pillar supports 
of the inner pages, I go for it 80 
To paraphrase Mr. Hill, I reach Pp 
a column instead of a headlin¢ 

Rough Proofs is the salt and‘ 
pepper, the sugar and the spices 


ADVERTISING AGE. Even a weekly 
umn is trying to its creator at tim 
but even so, I hope its author ' 
never run of ideas and cop) 
Wm. E. Mc!l 
Americal 
Middletow! 


out 


Copywriter, 


ng Mill Company 


a 
Sr thse 
OH! FOR BIGGER AND BETTER MEN! 
a aaa SE tt—“‘“—O—~™ 
| > | 
243 | yyy ae : 
TTT Se” Ne Ck , 
ee / . W/Z q & | >” AA | 
Pee ee 
mea va “4 (yt y- | 
Oe | q A, 3 Uf HW ; f i 7 
_______§ 1 | 9=s8 ej"! Gite AVE. 
os i i de Sty | 
=F} 
a 
; | 
PC 
) ES 
ee 
FCS aa 
' a Ric 
3 :. erie 
—_ Bl 
| ee 
Coy 
ALY 
| MAIL 
ee 
ee * 
—e 


Octo ber 20, 1934 


ADVERTISING AGE 


11 


ae 


Diamant Sees 
A Renaissance 


sf In Typography 
. ie ae, 
¢ ago, Oct. 18-——The creative 
n typography, halted during | 
oes of the depression, will | 
, ge to the fore, bringing ad- 
w and thrilling appeal 
basic instincts of the masses, | 
opinion of E. M. Diamant, Na- 
rypographers, New York. Mr 
nt addressed the Advertising 
raphers of America Tuesday at 
Palmer House, where the annual 
ntion of the organization was 
; held 
country is in a happier spirit 
. than for several years,’ Mr.| 
nt said, “and this new tempo} 
i] reflected in type, illus stration |. 
nd esign. | 
| look for finer typography in the 
tur The bold and bizarre faces 
j have been seen in so many 
iyertisements recently will disap- 
’ ear, to be replaced by a new motif 
a lighter theme. I consider the 
p, ast three years as the muddling age 
; pography, with little effort dis- 
Ore aved in creating beautiful effects.” 
Mr. Diamant asserted that recently 
: dvertising pages compared favor- 
ps ly “with those of 1900.” 
™ | prophesy that the renaissance 
di ahead will see better illustra- 
= ions,’ he continued. “Freak draw- 
buy ngs will be banished and merchan- 
ise will be represented so that no 
vild imagination is necessary to es- 
saw ablish its nature. Typography will 
ng a se to the same level. 
> M “We are entering a new cycle 
30 8 here display and spacing will be 
Grav he most important factors in typog- 
Gra aphy There is a strong urge to- 
pan ard lighter faces—type that is 
gible and appealing.” 
ion Britt Named to Board 
ea \. Britt, who has been with the 
ry wl rroughs Adding Machine Com 
othe inv, Detroit, for nearly 25 vears, 
“tra s been made a member of the 
. pre ard of directors of the company 
inest —— = 
itera 
| of : 
nly | 
ding 
ot IN IOWAS 
youg' 
whi ( f| / ¢ 
ot in the ity 
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> act 
slaho! / C 
e sta! 
ie by “1 the Ou nty 
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iL ORDER ADVERTISERC 
A FOLLOW-UP ark : 


Mail Order Adver 


S—new idea in lowest priced “fol- 


edical ind other 


er 
I 


lectriciigew up.” Cuts cost of mailings in 
Ititude Write for prices, samples. 
‘ices AR-COURIER CO., Kewanee, Ill. 
rools W. 
st dé 
os. I e make 
por 
~ good 
reacl Photostats 
rdlin e 
t and 
spices 
-. xly 
mee “APID COPY SERVICE 
uthor " {Vanderbilt 3-3680 
d cop) New York 
McF For All Branches 
ag Cleveland: Main 9335 
can — \State 6013-4 
ete ica 5 
tet 9° 1 State 5980-1 
Ware 4 


| which 


St. Louis | 


ASK PUBLISHERS. 
TO CHARGE EXTRA 
-FORCOMPOSITION “; 


“ Typographers Se Seeky New Gra- 
phic Arts Trade Practice 


17 

end for 
trade practice 
in the graphic industries 
would require to 
additional ad 
composition serv- 


Oct Determination 


establishment 


Chicago, 
fight to the 


uniform 


to 
of a 


ment 


agree 
arts 
publishers 
charge 
and 
was expressed at the concluding 
the Advertising Typogra- 
America convention at the 
House here today. 

The matter waited until nearly 
conclusion of the convention 
Louis Flader, commissioner 
American Photo-Engravers 
tion, offered the fullest 
his ranization to 
Typographers and 
in the subject. 
revealed that the newspaper 
authority has agreed to meet 
with those favoring the uniform cost 
and price plan after Oct. 28, 
but also that the newspapers will 
not agree to dictation from outside | 
their industry, especially in the mat- 
ter of changing established practices 
in the newspaper field. 

So far, only the newspaper author 
ity has been approached on the sub 


make an 
vertising 


tor 
copy 
ice 
session 
phers of 
Palmer 


ol 


the 
when 
of the} 
Associa 
cooperation 
the Advertis- 
others inter 


of 

ing 

ested 
He 


code 


ore 


sales 


ject. Those in the periodical publish 
ing and other fields have not had 
the question officially laid before 
jthem yet. Mr. Flader declared that 
|those behind the uniform costs and 
sales price movement feel that they | 
should have the full protection of the 
codes, and that the engravers are 
willing to coordinate fully with the 
advertising typographers in seek- 
ing it 
Want Extra Charge 
The typographers’ contention is | 
that publishers should have a _ uni-| 
form charge for space, and that there | 
should be extra charges for typog: | 
raphy, layout and copy service, ete. 
The usual custom of publishers of 
making the same charge to the ad 
vertiser who supplies complete mats 
or electrotypes, ready for the press, 
as to the advertiser whose copy must | 
be set by the publisher is a ‘‘disor- | 
ganizing element in the entire 
graphic arts field,” they declared 


“It results in unfair discrimina- 
tion between advertisers who use ex- | 
actly the same space and frequency 
and size of insertions,” printed 
draft of the plan points out. “It is an 
especially erious discrimination | 
against advertising typographers, 


a 


commercial artists, copywriters and 
research specialists with little or no 
offset benefit to the publishers.” 

The typographers declared they 
have no objection to publishers sup- 
plying these services, but maintain | 
that the publisher should be com 
|} pensated for them over and above 
|the rate for his white space. 


It is hoped to establish a uniform | 
method the making of these 
through the code of fair competition 
for the graphic arts industries. 

The general proposition is first to 
establish a uniform space charge and 
then reasonable additional charges 
for special services in the periodical 
publishing and printing industry, the 
non-metropolitan newspaper publish- 
ing and printing industry, advertis- 
ing newspapers, city directory pub- | 
lishers, poster publishers, motion pic- 
ture theater publishers and metro- 
politan newspaper publishers. 


charges 


Plan Lecture Serigs 


One subject brought 
meeting was that 
educational pro 
of lec- 
typography and the 
of type setting. It was 
determined to develop such a series, | 
built around lantern slides, imme- 
diately, the series of slides and ac- 
companying lectures being designed 


important 
a fruition at the 
developing an 
gram consisting 
tures on 
mechanics 


to 


of 


of a series 


for circulation throughout the coun- 
try. An initial appropriation of $250, 
taken from the organization’s adver- 
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Mir-O-Kleer*. Clear as crystal — 
tumn’s darkest tones. Only Kayeer makes it! 
(with Fit-All-Top*... 1.15) 
MIR-O-KLEER 
STeC KINGS by 


ee ee 


even in eu 


Ta eee s 


ood 
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Two-column newspaper copy for 
Kayser stockings which tells its 
story effectively in one sentence. 


tising fund, was voted to allow the 
work to begin at once. 

Thirty-five firms were represented 
at the Advertising Typographers 
convention and it was announced 
that the organization has more than 
}doubled its membership, which now 
;numbers around 100. Much of the 
discussion was on code matters and 


HE Cincinnati Times-Star IS Cincinnati. 


it 
the code 
A. E 


Was the consensus of that 


has 


Gieg 


opinion 
beneficial 
rengack, United 
Printer, described the 
ot government’s print shop 
Washington, mentioned that 


been 
States 
work 
in 
the 


the 


and 


large number of former advertising 
agency men now holding down posi- 
tions with the various alphabetical 
recovery organizations have _ pro 
duced a new peak load of rush or 
ders for promotional literature, great 
est of which now is on the Fed 
eral Housing Administration's efforts, 
whereas a year ago it was the Na 
tional Recovery Administration 

Officers r ¢ elected are E VI 
Diamant, New York, president; Kurt 
H. Volk, New York, first vice-presi 
dent; George Willens, Detroit, second 
vice-president; H. A. Knight, Chi- 
cago, third vice-president; Percy J 
Frost, New York, treasurer. 


In addition to these, the executive 


committee includes P. J. Perrusi, 
New York; E. G. Johnson, Chicago; 
C. E. Ruckstuhl, New York: Homer 
Daniel, Nashville: Fred J. White, 
San Francisco; and Albert Abra- 
hams, New York, executive secre 
lary 


Affiliation Plans Meet 


The annual meeting of the Adver- 
tising Affiliation next year will be 
held in May at the William Penn 
Hotel, Pittsburgh, Pa 


Lightner Sells 
“Turkey World” 


The Lightner Publishing Corp 
tion, Chicago, has sold Turkey W: 
which it published for the past ten 
years, to the Poultry Dairy Publis 
ing Company, Mount Morris, Ill., put 
lisher of Poultry Tribune 

The Lightner company has p 
chased several small specialty maga 
zines in the pet field and combined 
them into the publication, All Pets 


Brooks Appointed 
by Studebaker Corp. 


Brooks, formerly sales execu 
tive for the Chrysler Corporation of 
Canada, and prior to that with 
Studebaker sales manager in 
Australia and as manager of retail 
branches in thisecountry, has been 
named vice-president and general 
manager of the Studebaker Corpora- 
tion of Canada, Ltd 


M.S 


as 


Direct Mailers Meet 


The Philadelphia chapter of the 
Direct Mail Advertising Association, 


in conjunction with the Poor Richard 
Club, will hold 


its direct mail con- 
vention Oct. 24-26 at the Bellevue- 
Stratford Hotel, Philadelphia. 


Jack Little Returns 
Little Jack Little will return 
the air for the winter season over 
WABC-Columbia Sunday, Oct. 21, at 
1:30 p. m., EST., sponsored by the 
Pinex Company. 


to 


© Photo, M. Parks Watson 


It not only IS Cincinnati 


in the physical sense that it is founded, owned, and operated by 
Cincinnatians—but it IS Cincinnati in the broad spiritual sense that 
it is accepted into the family circle of its readers as a guiding influence 
in their daily lives. No other newspaper in the world offers the adver- 
tiser a more responsive contact with its readers. 


New York: 


Prine. 


Martin L. Marsh, 60 E. 42nd St.—Chicago: Kellogg M. Patterson, 333 N. Michigan 
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42% 


IN 1917 


IN 1917 


IN 1934 
FAMILIES AND DAILY NEWSPAPER CIRCULATIONS 


IN METROPOLITAN CHICAGO 


1917 1934 
Number Coverage Number Coverage 
Families....748,136 — 1,216,563 — 


Tribune ....270,810 36% 627,160 52% 
American...313,800 42% 412,160 34% 
News...... 428,704 57% 383,885 32% 


NOTE: Circulations are averages for six months’ periods ended 


. COVERAGE *™ 


Percentages of coverage 52% ; 
% of the families of Chicago IN 1934 | 
57% ~ and suburbs by daily 
IN 1917 XQ newspapers 


March 31, and for city and suburban only 
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] — is : = ee : ae ; 
° not control the sale of liquor to deal-| already eliminating many cut price 
" T . = Artloom Appoints Stabilization ers, there will be a return to prohi-| retailers who could not operate with 
| Rng nt tage nage Pinger . |bition, since, according to Joseph only unadvertised, unknown brands 
— See S a a a Of -Prices on | Triner, the national wholesale code|in stock, it was said. 


upholstery, has appointed Williams 4 : : : ; 
& Saylor, Inc., New York, as mer- . prvgpies 4 who presided, about halt | rhe bootlegger, it was stated, has 
’ chandising and advertising counsel- Liquor ug {| tre goods now being sold is boot-|an edge of $7.74 per case, equal to 


lor | legged, tending to cut the prices on | taxes, over the legitimate dealer, and 
| 


——— | legitimate liquor. | until he is eliminated, the industry 
. Chicago, Oct. 18.—In holding a na- Arthur S. Smith, chairman of >| cannot operate profitably. 
Miss Crowne Returns an Ses Name S Ui ch n of the| cannot of D 
tional stabilization conference this _—_—_—_— 


: Illinois Liquor Control Commission, | 
Dorothy Crowne, after a prolonged 


leave of absence, has rejoined the week, the liquor industry moved/said a remedy might be the whole: | Promotes N. PA Holmes 
United Advertising Corporation toward legal control of prices and the | saler’s paying more attention to the | Wermam J iedenen ohe hen been 
cago, Oct. 18.—Discussion of a| Newark, N. J.. as assistant to the = of eee and in Going so product and to whom it is sold, re-| with the company for 35 years, has 
type of audit organization and| president, in charge of public rela-|!aid stress on the power of national | fusing to sell retailers who buy any| been made general sales manager of 
Lewis Lauria, ex-| the Salada Tea Company, Boston 


t newspapers to go into part- whom have recently introduced fran-| ecutive secretary, National Retail Li- | 


efforts of some chain stores | tions advertisers in this field, some of | bootlegged liquors. 
| 
| 
| 


hip with them by paying for ad- Reiss Promoted chise systems . . . quor Dealers’ Association, also de- Osius Starts Agency 
ortising OM & basis of acertain per-| 4, J. Reiss, Sermsesty maneser of ving a — pach soted bers gior to be the wholesalers | A. Paul Osius, former copy chief 
entage of their gross volume OCcU-| sales development of the Acme White wn ; ‘ 2 Pe ear eel nme eet | Vee responsibility ; lof Millington, Ltd., Shanghai, China, 
sied the Inland Daily Press Associa-| Lead and Color Works, Detroit, has W°r!d’s Fair at Hotel Sherman, at) A few of the national advertisers| aeency, has opened his own agency 

at its opening session at the|been appointed general manager of which more than 80 firms exhibited, | have already shown how effective this | at 901 American Radiator Bldg., De 
stevens Hotel Tuesday morning trade sales. considered the fact that if it does|can be. Their franchise systems are | troit. 


rhe Certified Audit Bureau has |——————— 
heen formed in Chicago to audit 
publications not eligible for member- 
ship in the Audit Bureau of Circula- 
tions, it Was announced. Its list of 
prospects is comprised chiefly of 
shopping guides and a dozen or so 
have affiliated with the new organ- 
vation, it Was reported. ; 
While sentiment of the publishers 


was against acceptance of advertis- 
ing contracts on any basis other than 
that called for by the rate card, one 
member said his relations with 
Montgomery Ward & Co. under a 


nercentage agreement have been sat- 
sfactory. He explained, however, 
that the experiment was less revolu- 
tionary than appeared on the sur- 
face, Ward earning his lowest rate 
for volume and paying that rate. 

Jt was charged that other less 
well established chains maintain two 
sets of books where such an agree- 
ment is reached, one set showing 
actual volume and the other a fic- 
titious total on which payment to 
the newspaper is to be based. 

Considerable satisfaction was ex- 
pressed over recent sales gains re- 
ported by Montgomery Ward & Co. | 
This gain, said to be 34.2 per cent { reprint from the September 
ver 1933, was accomplished chiefly Ist issue of Advertising Age. 
by newspaper advertising, it was 
said, While certain rivals, who have 
liffused their appropriations, have 
een unable to make an_ equally 
satisfactory showing. 


GENERAL CROP CONDITION 
U.S.CROP REPORT. AUG. 10,1934 


Keep C hicago | Ve 
Ahead Group 


EVERELY DRY G 


e . a EVEN 
Wins Praise Ry ceS ANON crops untve~ll 
Chicago, Oct. 15.—G. Ray Schaeffer, AVER 


lvertising manager of Marshall Y 


rield & Co., who as publicity chair- | ATER CROPS VERY POOR 
lan for the Keep Chicago Ahead | VE UP AL ee 
ommittee was a big factor in the| Low oer 
1484 drive for increased business | (a7 
hrough promotion of the Century of : ee 
Progress Exposition, was thanked » 
iblicly by the Chicago Federated ae 
\dvertising Club at its luncheon RTMENT OF 
neeting last Friday. LTURE CONDITIONS AS OF 
The meeting was held for the pur- URAL ECONOMICS ‘a AUG. 1.1934 
ose of lauding all of those connected 
ith the Keep Chicago Ahead move- 
ent, including Mayor Kelly, D. F, 
\elly, of the Fair department store, 
hufus C. Dawes, president of the = 
Xposition, and others. Mr. Schaef- o 
', however, as the publicity genius 
ick of the promotion work of the 
Mmittee, was given the lion’s share 
' the credit. ° : 
Suc ‘Merwe. einen 2 This drouth free market, Kentuckiana, offers a ready 
& club, reported in detail some of ° . 
b thines whi: She sebitely samy outlet for your product and this territory can be effec- 
lttee had accomplished, including KY 
® distribution of 15,000,000 pieces KENTUC tively reached and sold at a single low cost through— 
printed matter, the distribution ” 
10.000 rotogravure sections fea- | , 
the fair in 60 newspapers of 
ddle West and South, two na- 


adio broadcasts, advertise- | 


) 


of the broadcasts in more than 
"y ly newspapers, and school es- 


utests which brought in 516,-| a As 
ries, a sound tilm, posters, pub ow 2 
inaterial, clip sheets, ete. 


tal of $140,000 was subscribed | 


a apie ge THE LOUISVILLE TIMES. 


Dobberteen to Leonard 


| Cente Soule sali Major Market Newspapers, Inc. Audit Bureau of Circulations 
tional Magazine Company, | ° 
| Brothers, Brooke, Smith | Members Midwest Gravure Group 

Inc., and Kelvinator Corpora- 


as been named assistant ad- 
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$. 0. BATTLES 
PRICE-FIXING 
ON GASOLINE 


Wisconsin Action Leads to 
Court Fight 


Milwaukee, Wis., Oct. 18.—Efforts 


of the Standard Oil Company of Ip-| 


diana Tuesday to obtain a federal 
court injunction restraining the Wis- 
consin department of agriculture and 
markets from enforcing its gasoline 
price order for Milwaukee county 
dealers, which became effective Oct. 
14, were defeated with the filing of 
a suit that day by the commission 
in the circuit court of Dane county 
to enforce its order. 

When the papers in the federal 
court action were served Oct. 16, 
Attorney General James E. Finnegan 
ordered that the state’s action be im- 
mediately begun. Judge A. G. Zim- 
merman of the Dane county circuit 
court signed an order staying pro- 
ceedings in any other court. 

When the injunctional action was 
opened on the afternoon of Oct. 16 
before United States District Judge 
F. A. Geiger in Milwaukee, he im- 
mediately signed an order staying all 
proceedings in the federal court, 
awaiting the outcome of the Dane 
county court action. 

Standard Oil in requesting its in- 
junction and a permanent restrain- 
ing order contends that the state 


department is without legal author-: 


ity to issue such an order. The 
granting of a half cent differential 
between branded or trade marked 
gasoline and unbranded lines is also 
attacked. It is claimed that a dif- 
ferential favoring the unbranded 
dealers will result in “serious and 
irreparable loss to the plaintiff.” 


No Price Advertising Allowed 


It is contended that the method 
used by the state in computing prices 
is impracticable. The state in its 
30-day emergency order uses a base 
of refinery gasoline prices as pub- 
lished in the Chicago Journal of 
Commerce. To this refinery cost of 
gasoline are added the five-cent state 
and federal tax,. freight and inspec- 
tion charges, a margin of 1.5 cents 
for the wholesaler and a 3.5-cent mar- 
gin for the retailer of branded gaso- 
line. 


START TESTS FOR WINNER 


2 


e 


S IN AGFA-ANSCO MOTION PICTURE CONTEST 


Me ee , re 
ie wig a it ae 


Screen tests for regional winners in the national snapshot contest sponsored by Agfa-Ansco, the winner 


to appear in Monogram's "Women Must Dress," 


ave started. H. J. Potter, Agfa-Ansco advertising 


manager, and W. Ray Johnston, president of Monogram Pictures, are seated in this picture. Second 
and fourth from the left, standing, are Charles Cannon, Agfa New York sales manager, and Edward 
Finney, Monogram advertising manager, respectively. 


Standard Oil of Indiana was said’ 


to own 93 service stations in Mil- 
waukee county and in addition 15 
stations through “lease and agency.” 
The company owns and leases to pri- 
vate individuals 27 other stations 
and five bulk stations are operated. 
For the year ended July 1, Standard 
sold 14,442,000 gallons of gasoline 
and employed more than 500 people, 
with its property assessed at more 
than $2,000,000 in Milwaukee county, 
its petition declared. 


The department’s order, the second 
issued to end the gasoline price war 
in Milwaukee county, provides that 
the only price signs or advertise- 
ments pertaining to prices permitted 
shall be the conventional price sign 
now being used under General Or- 
der No. 23 of the Department of Ag- 
riculture and Markets of the State of 
Wisconsin under date of May 17, 
1933. The first order was withdrawn 
when a storm of protest was raised 
from all branches of the industry. 
The order now in effect was issued 
after the stabilization committee had 
failed in an effort to work out a pro- 
gram of its own. 


The price of gasoline in Milwau- 


kee county under the order has been 


raised from 12.4 to 15.1 cents for 
low, 14.4 to 16.6 cents for medium 
and 16.4 to 18.6 cents for ethyl and 
high test. Although the dealers gen- 
erally do not like the fact that their 
margin was reduced to a straight 3% 
cents a gallon as compared to the 
former margin of three cents for low 
grade, which represents 30 per cent 
of their business, and four cents for 
regular and special gasolines, ac- 
counting for 70 per cent, they are re- 
ported observing the department’s 
order. 


Co-op Drive on 
Advertising Is 
Mackey’s Plan 


New York, Oct. 18.—The proposal 
that newspapers join with their 
sources of equipment and supplies in 
support of an advertising campaign 
to build confidence in advertising 
was made this week in an open letter 
addressed to publishers by J. F. 
Mackey, executive vice-president and 
treasurer of Mergenthaler Linotype 


Company. 


Several sample advertisements pre- 
pared by Kenyon & Eckhardt, Inc., 
were enclosed with the letter. Mr. 
Mackey suggested that they be con- 
sidered for use in a regular cam- 
paign, the space cost to be shared 
equally between the newspaper run- 
ning the copy and its supply houses 
on a basis satisfactory to all parties 
in advance. 


According to the plan, the news- 
paper would bill half the space to the 
supply houses participating and re- 
ceive payment in credits. The space 
charge would be divided among the 
supply houses on a predetermined 
percentage basis, arrived at, presum- 
ably, by using the supply house sales 
volume for control. 


The advertising would be prepared 
by and placed through a cooperating 
group of leading advertising agencies. 
On the space billed, the paper would 
pay the customary agency commis- 
sion. As their contribution to the 
campaign, the agencies would be ex- 
pected to defray the cost of art work, 
engraving, mechanical costs and dis- 
tribution of mats, as well as the 
placing, auditing and billing out of 
their commission. 


In MISSOURI 


The Weekly Kansas City Star.. 


Next largest farmers’ paper 
Weekly Star’s Excess. 


The Weekly Kansas City Star. 


Next largest farmers’ paper..... 


The Weekly Star offers 
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Rural Route 
Subscribers 


in Missouri 


Ls cd Oe re ee 134,540 


76,038 
..58,502 .. 76% 


Advertising 


Rate 


Oe Rope Soka... 80c per line 
we et uo .......80c per line 


76% greater value! 
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\Major Market © 


Group Renames 


Col.L.W. Herron 


Chicago, Oct. 16.—Col. L. W. Her- 
ron, Washington Star, was re-elected 
president of Major Market News- 
papers, Inc., at, the annual meeting 
at the Stevens Hotel today. Other 
officers were also re-elected, as ful- 
lows: 

W. F. Schmick, Baltimore Sun, vice- 
president; Herb Ponting, Detroit 
News, second vice-president, and 
Leslie M. Barton, managing director. 
All of the directors were re-elected, 
Harry Boyd Brown, of Philco Radio 
& Television Corporation, was the 
principal speaker at the luncheon 
today. He praised newspapers for 
their flexibility, enabling advertisers 
to time their copy and to cash in on 
its effects speedily. The speed with 
which new ideas and new products 
are introduced, he said, makes speed 
in turn-over and merchandising more 
vital today than ever before. 


Wants More Ideas 


Mr. Brown paid his respects to 
copywriters who become too literary 
in their messages, and urged that 
direct sales appeal be made the chief 
characteristic of advertising, with 
prestige, cumulative effect, etc., as 
the plus values. 

“And instead of too many finely 
presented surveys on populations, 
buying power, etc.,” Mr. Brown con- 
cluded, “bring us hot merchandising 
ideas that we can actually use to put 
sales punch into our copy. That’s the 
best way to sell advertising space 
in 1934.” 

Another featured speaker at the 
one-day session was H. Dorsey New- 
son, assistant director of promotion 
of the Federal Housing Administra- 
tion, who outlined the purpose and 
scope of the program and pointed out 
how newspapers could benefit their 
communities and themselves by sup- 
porting the movement aggressively. 


G. A. McClelland, 
Radio Pioneer, 


Is Found Dead 


New York, Oct. 18.—George F. Mce- 
Clelland, credited with having origi- 
nated commercial radio broadcast- 
ing, was found dead in his office last 
Saturday morning. The death was 
listed by the police as caused by 4 
self-inflicted bullet wound. He was 
39 years old and is survived by a 
wife and two children. 

Mr. McClelland entered radio work 
shortly after the war and was a lead- 
ing figure in the development of the 
National Broadcasting Company. 
When the organization was formed 
in 1926, he was retained as manager 
of the key station, WEAF, and also 
named vice-president of the chain 
system. 

He resigned in November, 1933, an- 
nouncing that he would form a third 
chain composed of the principal in- 
dependent stations functioning in the 
chain program field on a cooperative 
basis. He obtained incorporation 
papers for Broadcasting Stations 
Corporation, but the project never 
got beyond the promotion stage. 

While Mr. McClelland’s forte was 
salesmanship, he also displayed great 
interest and ability in program puild- 
ing and after leaving NBC was als0 
associated with an organization in 
the program field. He planned to at 
tract a big following for his third 
chain by accomplishing drasti¢ 
changes to improve commercial com 
tinuities. 

There was almost solid opposition 
when Mr. McClelland first experi 
mented with commercial programs 12 
1922 over WEAF. Set and equil 
ment manufacturers objected bit 
terly, advancing as their most potent 
argument the fact that newspapers 
would withdraw cooperation. 


Places Lotion Copy 
H. E. Lesan Advertising Agency: 
New York, is directing advertising 
La Gerardine tonic wave lotion, Us 
metropolitan newspapers and § 


broadcasts. 
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No! “Where to Buy It Service” makes him easy to find 


_. Don’t let your dealers remain hidden in the competitive haystack! 
Don’t expect prospects to hunt for your sales outlets! Make it easy 
for them to locate your authorized dealers. 

_ List dealers under your brand name in classified telephone books. 
(Coverage can be obtained for sectional or national distribution.) 
Then prospects who want your product—or authorized service on that 
product—simply look for it by name and are directed to your nearest 
authorized representative. 

“Where to Buy It” dealer identification service checks substitu- 
tion . . . increases sales. Dealers now listed under advertised brands 
report that “Where to Buy It” brings in new and profitable business 
from both local and transient trade. Recent surveys show that more 
than 85 per cent of telephone subscribers use the ‘yellow pages.’ 


Arrange to identify your dealers in this way! 


CLASSIFIED TELEPHONE DIRECTORY 
(dingo 1290 ~(Cont’d) Dealers. Automobik 
eae 

FE dral-363% BUICK AUTHORIZED SALES & SERVICE —— (Cont’c 
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AMERICAN TELEPHONE AND TELEGRAPH COMPANY, Trade Mark Service Divisior 


Ce 195 Broadway, New York (EXchange 3-9800) 
‘ 311 W. Washington St., Chicago (OFFicial 9300) 
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ADVERTISING AGE 


October 20, 1934 


THE TOW 


“Tt 1s no mean responsibility... to build a town... start 
a newspaper ... fill dozens of inns, concrete a road... 
turn an obscure country village into a world- wide 


household name.” 


Cross the St. Lawrence from Waddington, New York, to Morris- 


burg, Ontario, and turn north on Kings Highway No. 31. 


Go six 


and a half miles (you can do it in seven minutes on a road as flat as 
the Everglades) before you slow up for Williamsburg. 


It’s the town that Cosmopolitan built. 


Two years ago there were 65 habitable dwellings in town—habitable, 
that is, if you can get along permanently without running water, sewers, 


and electric lights. 


South, six, and north, ten miles, were railroads, reached by jogging 


dirt roads. 


No one got very much excited 
about anything. The farmers brought 
their milk to the cheese factory, 
traded eggs for cotton prints at 
Strader’s store, paid a little inter- 
est, maybe, on their mortgages at 
the branch of the Bank of Montreal, 
went home, to go to bed and start 
another day. 

Down the street in a gray frame 
house—as void of architectural grace 
as a packing box—lived the town doc- 
tor, who painted sore throats or set 
broken legs, for an indiscriminate 
fee of 25 cents, or who hitched up 
and drove out some back road to de- 
liver a baby for $5.00 (and reputedly 
never lost mother or child). 

Folks talked about the way he kept 
fussing over their feet. They’d go 
to him for colds and backaches—and 
*most all he’d do would be to twist 
their feet! 

Gradually it dawned on them that 
no one who lived in that neck of the 
woods was crippled up with arthritis 
or rheumatics. 


Town Boy Makes Good 

Meanwhile, the doctor (a country 
boy named Locke who had a sheep- 
skin from Queens Medical College in 
Kingston, with a post-graduate course 
in Edinburgh), kept on spending 
‘most of his evenings with his friend 
Gilhooley at his shoe shop in Mor- 
risburg, puttering around with leath- 
er and little rubber sponges and what 
not. Together they tried this and that 
until they worked out a shoe with 
a wedge along the inside edge of 
the sole and a “cookie” under the 
arch, that kept people’s arches in 
shape after the foot twisting got 
them there. ; 

Well, you can’t keep people from 
talking—especially when their feet 

' feel good, and pretty soon city folks 
from Ottawa got into their cars and 
came down. 

They overflowed the doctor’s office, 
so he hauled a revolving chair into 
the yard and people with rheumatic 
aches and pains formed a circle, 
pulled off their shoes and waited un- 
til he turned around to them. 

A newspaper or two carried a story 
about this Canadian doctor, and 
more folks, including some from 
Potsdam and Toronto, ventured to 
come to Williamsburg. The town 
kids made up a new game of spotting 
foreign car licenses, and a gas sta- 
tion sprouted in front of the black- 
smith shop. 


And Along Came Beach 

Then along came.a chap named 
Beach—a writing man from New 
York, who had complained to his 
. Ottawa hosts that his feet couldn’t 
stand 18 holes any longer. 

They sent him to Williamsburg 
and—once his aching arches were 
put in shape—his observant eye and 
trained mind saw the drama, the 

. tragedy, the hope, the human inter- 
est that underlay the phenomenon 
of a country doctor attracting men 
and women to him through no arti- 
fice of health resort or clinic, but sim- 
ply by word of mouth endorsement. 


So the story went onto paper— 
and it came to Cosmopolitan because 
Rex Beach, like many other authors, 
is in the habit of sending his work 
first to Cosmopolitan. 

The editors read it—knew it would 
attract wide attention—refused to en- 
dorse it, but printed it for its in. 
tense human interest. 

Neither they nor anyone else could 
foresee what that story (printed in 
over 1,600,000 copies of Cosmopolitan 
in August, 1932) was going to do. 

Within ten days of the date of 
issue, things began to happen. Lit- 
erally, hundreds of people who read 


-the article waited not on the order 


of their going, but departed for Wil- 
liamsburg. A man from Miami, with 
his crippled mother, met a man from 
Spokane—and both had started by 
motor for Canada the day they read 
the story. 

The doctor’s yard couldn’t hold the 
crowds. Wheel chairs and stretchers 
jolted along the dirt road asking 
right of way, alike over Lincolns 
(with chauffeurs bewildered at being 
in the midst of rus in urbe) and 
Fords (with home spun drivers 
equally bewildered at being in the 
midst of urbs in rure)! Black bom- 
bazine on gaunt females stood next 
in line to silver fox on their more 
prosperous sisters. 

But the town was still the same 
town. “Board and Room” signs ap- 
peared, but behind them were accom- 
modations that scarcely satisfied even 
the humbler visitor and were far 
from appealing to the people who 
had come because of the magazine 
article. 


80 New Buildings to Hold the Crowd 

So, naturally, on the heels of the 
crowd of patients came men to build 
hotels and houses and housekeeping 
cabins—to string electric wires, and 
dig wells and supplant the kitchen 
sink with open plumbing. Today, 
the town is more than twice as big 
as it used to be, because in addition 
to the 65 old buildings there are 80 
new dwellings, built since the first 
Cosmopolitan article was printed. 
They include one 125-room hotel, a 
50-room hotel, several 8- and 10-room 
houses and scores of cabins. 

The Ontario Provincial Govern- 
ment stepped in and built a concrete 
road down to the St. Lawrence at 
Morrisburg—for by now the great 
majority of visitors came from across 
the river.. No longer did the quest 
of “foreign” license plates intrigue 
the youth of Williamsburg. Even 
the most acquisitive became blase 
when cars from California vied in 
number with those from Massachu- 
setts. Only the occasional appear- 
ance of a car from the Hawaiian 
Islands or British Columbia could 
stir the born collector from his sur- 
feit. 

The little ferry that touches Amer- 
ican soil at Waddington, New York, 
frantically sought a new dock and 
hastened its schedule from a trip 


every 45 minutes to one every 5 
minutes, 


(Above) Not much time for any 
patient—but Dr. Locke twists every 
foot, treats rich and poor alike. 


(Above) In a baggage car this man 
brought his crippled son from Saskatche- 
wan. Today the father edits the Wil- 
liamsburg Times, meets thousands of 
visitors, answer hundreds of letters, sings 
Dr. Locke’s praises. Reason—the boy 
now rows a boat, rides a bicycle. 


THAT CQ 


——— 
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(Below) These arms and hands, like iron bands, 
came from boyhood wrestling with plows. To- 
day they’re the answer to the doctor’s power to 
twist feet effectively and fast. Here Dr. Locke 
treats Rex Beach. 


(Above) 1,500 pe 
Here they sit and 
finishes with the 


bridge that idled under but two 
trains a day was planked to become 
a short cut to the Adirondacks nd 
the East and South. 

A drug store and then another 
blossomed in Williamsburg — and 
three stands began to sell New York 
papers. Two big filling stations took 
the place of the single pump. 

Town boys bought wheel chairs 
and made tidy incomes renting camp 
stools for those who found standing 
in line a tedious task. 


Now There’s a Newspaper 

A newspaper man from Saskatche- 
wan, whose almost hopelessly crip- 
‘pled boy (under the doctor’s manipu- 
lative fingers) was about to pedal his 
first bicycle ride, got out the initial 
issue of the Williamsburg Times. 

A barber put out a revolving sign 
and a manicurist set up shop in a 
village where a jacknife had been 
the customary means of trimming 
nails. 

With all the townspeople renting 
rooms and serving meals, stil] the 
demand was ahead of them. 


“The Paradise Tea Garden” in 


charge of slippered Chinese served 
chop suey to wheel chair Patients who 
rolled in from the street on a ramp. 

The pressure extended to Morris- 
burg, where half a dozen. pretentious 
homes became inns and hotels for 


Further down the river a railroad 


people who motored twice or three 
times a day to the “Circle” for treat- 
ments. 

Buses labeled “Williamsburg and 
Dr. Locke” brought men and women 
from all points of Canada. Through 
trains were flagged for arriving or 
departing patients. Airplanes with 
sufferers on stretchers circled the 
town and cautiously landed in an 
open field across the road from the 
cheese factory. 

A new day had broken on the On- 
tario countryside. Only the sudden 
ending of the doctor’s treatments 
could have postponed some such 
growth, but nothing could have so 
stepped it up like the human-inter- 


est drama that had been presented 


by an able author to a responsive 
audience. 


A New Shoe Business is Born 

Meanwhile the little two by four 
shoe shop, crowded with the doctor’s 
patients until it looked like a rush 
hour shuttle train, had stirred the 
interest of a score of shoe men. 
From a series of conferences came 
an arrangement whereby the shoe 
with the wedge and the cookie was 
to be made in the United States. 

Long before the first announce- 
ment was made (fittingly and exclu- 
sively in Cosmopolitan), the factory’s 
entire output was sold—to a selected 
list of retailers who had fairly fought 
for the franchise. 


Never has the supply come withit, 
miles of equaling the demand. Yé 
never has any national advertisin 
appeared, except in Cosmopolitat. 

So, in a way, Cosmopolitan unwit- 
tingly built a shoe factory—and kep 
an Ohio payroll in full bloom. Ge 

Today, neither “heat nor snow 20! denly 
gloom of night” can keep people Ulf i. yy 
of Williamsburg. 

The doctor’s chair no longer rest! 
on a square of linoleum surTo 
by dust or mud. Now he sits ‘ 
wooden platform under a tent. Pipt 
railings support his patients as thé 
take the last few steps to his = 
His yard is concrete and the 8 
where his nurse gives further mi 
cular manipulations is heat 
winter use. 

Still the lame and the halt re 
tinue their hopeful round. reg 
them, it appears in all sincerity, 
definitely helped. Some are past 
cure and get only surcease 
their aches and pains. But e 


are so greatly relieved that 207 Bons 
count still leaves the net amount t lad } 
good high and dry above veople 
cism. turn, 


The Second Article Swamps the a tates 

This spring it seemed to the 
itors of Cosmopolitan that a 008 heir 
of Rex Beach might develop secon 
of interest to warrant 4 
article. 
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na day is not uncommon. 

oving up as the doctor 
at the center of the 
rele.” 


factory, one doctor. 


pacity tax 


pears. History repeats it 
with people. Empty beds at premium. 700 
copies of Cosmopolitan sold in 2 weeks. 
from 28 states checked in one day. 
gives 1,500 treatments in one day. 
“nee October, 1934—Crowds even 
a South send thousands, 


because of Cosmopolitan. 


(Below) Two years ago this was a vacant lot— 
today there’s a 125-room. hotel, with 185 beds. 
Scores of bath rooms flout the shade of “The 


Specialist.” 


July, 1932—First Cosmopolitan article appears. Town 
flooded with visitors within two weeks. 


August, 1932—Ottawa man builds 125 room hotel. 


November, 1932—Agreement signed for manufacture 
of “M. W. Locke” shoes in United States. 


February, 1933—First deliveries to retailers. 


April, 1933—First and exclusive national advertising 
for shoes aquest in Cosmopolitan. Factory ca- 
to limit. 


July, 1933—Ontario lays concrete road from St. Law- 
- gence River to Williamsburg. 


April, 1934—Ferry speeds up schedule from once in 
45 minutes to once in 5 minutes. 


July, 1934—Town now boasts 80 new dwellings, many 
baths, C restaurant, bus station, diverse 
evidences of increasing culture. 


September, 1934—Second Cos mapelee article a 
. Town swam 


greater. West and 
Hotels and boarding 
houses swamped. Many people say they came 


Cars show the dra 
Dr. Locke 


(At right) 


— across the street from the doctor's. 
ows no social, financial or political distinctions. 


ee 


(Above) Traffic jams like this are everyday sights 
in Williamsburg—whose street plan is as simple as 
two crossed sti 


Cars from 28 states in this picture 


wing power of a good story, simply and 
credibly told to over 1,000,000 odie : ‘ 


Massachusetts Congressman’s car 
Arthritis 


te shits 


€:, “i 


pre erence — 
xP y ER) 


Se i 


Thousands read Cosmopolitan and came to Williamsburg. Other thousands couldn’t come. 
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Williamsburg Resurgent 


June, 1932—A town with 65 habitable dwellings, no 
bathrooms, sundry stores, two churches, a cheese 


They wrote letters 


—hundreds a day, a thousand the first week after publication of the October, 1934, issue. 


Mr. Beach went to Williamsburg 


—and what he saw you and 1,600,000 
other buyers of Cosmopolitan have 
Nad in the October issue. 

History repeats itself. Publication 
lay was September 7th. On Septem- 
wr 15th, the flood began to rise. The 
ten who run the newsstands sud- 
(nly were swamped with demands 
for New York papers. 

Registrations at the Williamsburg 

mes, which had been running along 


& the 


average rate of 40 a day, 


jumped to double that. 
On the night of September 16th, 
_— Lodge, the largest hotel, 
ed a cot into the windowless bar- 
shop and shut the doors to any 
ef guests. With a normal capac- 
of 185 beds, they were filling 210. 


When ¢ 
burg, . 
unt 


reporter left Williams- 


six days later, that same house 
continued to gladden the inn 


Der’s heart. 


On Re 17th, there were but two 
the thee in town and on the 18th 
oe had swamped the inns 
a Sburg. At 11 o’clock in the 
Fyed of the 20th, after Dr. Locke 
Rona Nn treating since 8, over 300 
©, by count, were waiting their 


tates 


Villiamsburg’s two streets, 


he 22ng 
Rople we 


at afternoon cars from 28 
and provinces were noted on 


the 21st, 754 Patients received 


morning treatment. Saturday, 
» it rained. At 2 o'clock, 400 


re crowded under the tent 


waiting for the doctor to. appear, 
while hundreds lingered in their 
rooms or in their cars for the first 
surge to quiet down. 


And as they waited they read— 
books, papers, magazines. But chiefly 


- it would seem they read and re-read 


Cosmopolitan. Stands that normally 
sold 50 copies had drawn 200. Alto- 
gether over 700 copies were sold in 
two weeks, with one dealer sure of 
selling 1,000 before the year was out. 


If They Can’t Come, They Write 


Now not everyone who reads can 
run—even to cure his ailments. 

But he can write. 

And the little post office, doing 
business under the aegis of George 
Rez, and administered by two village 
girls, was pouring mail into the doc- 
tor’s lap and into the newspaper of- 
fice. To the newspaper alone, Thurs- 
day brought 128 letters. Friday’s 
first mail 64—and with the total over 
1,000 in a week and steadily mounting. 

Macdonald, the little Scots editor, 
and his wife and his daughters, kept 
pecking away at typewriters in a 
vain attempt to answer all manner 
of questions. How to get there, where 
to live, how much it would cost, could 
the doctor help—everything that a 
tortured man or woman could think 
of was put on paper. 

Out of the east, in a downpour of 
rain, an airplane plumped down in 


the pasture north of the cemetery. 
While the French-Canadian pilot 
pulled his beret around his ears and 
smoked cigarettes in, the dripping 
cockpit, his passenger limped around 
the corner to the doctor. There be- 
tween 12 and 5 he took five stiff treat- 
ments. Then back to the plane, to 
tell his story before they took off. 

An English sugar planter in the 
Philippines, he had complained of 
his rheumatic ankle to the captain 
of an inter-island steamer. The cap- 
tain pulled out of his bunk a copy 
of Cosmopolitan for August, 1932, 
with Rex Beach’s first artiele. Then 
and there the sugar man decided to 
see Dr. Locke on his next holiday. 

Landing from England he went to 
the Montreal airport, chartered a 
plane and came to Williamsburg. 

He was going back to the islands, 
conscious of a tough afternoon well 
spent—for, make no mistake—there’s 
a very definite reaction to the appar- 
ently trivial manipulations that the 
doctor’s huge hands perform on his 
patients’ feet. 


So it goes in the town that Cosmo- 
politan ‘built. It’s a town that lives, 
to be sure, through the life of a sin- 
gle man, for no one conceals the 
knowledge that without Dr. Locke 
the town would revert to the dol- 
drums it once knew. 

But today it exists, and tomorrow 
it may still be—if the doctor can 
transmit his uncanny skill to his son 
or some other pupil. 

Williamsburg as it is today, exists 
because of a chain of circumstances 
so logical in their connection that 


one tends to lose sight of their ex- 
traordinary importance. 


This Is Editorial Strength, Personified 

A writer, trained to observe and 
record, sees a phenomenon. Having 
written about it, he turns quite nat- 
urally to the magazine that habit 
tells him is most likely to give due 
weight to its news value. 


An editor, trained to sense what is 
news and quickly grasp what is most 
dramatic and important, presents it, 
to his readers. More than 1,600,000 
copies of his magazine carry the 
story to an uncounted host of read- 
ers. So intense is their interest that 
the normal over-print is absorbed in 
a week, and within a month only the 
public libraries boast available copies. 
And so firm is the faith of these 
readers in the straightforwardness 
of the magazine’s contents that by the 
hundreds and the thousands, they 
forthright make one of the most as- 
tonishing pilgrimages of modern 
times to a back country hamlet. 

Such is the power of a great mag- 
azine’s words. 

It’s humbling to see Williamsburg 
and its visitors—whether they be the 
unpretentious folks who read their 
magazines as they come in jolting 
buses, or people whose chauffeurs 
look slightly askance at the com- 
moners who still serenely trust their 
lives to ancient model T’s. 

For this town shows the power of 
simple facts told in a _ credible 
fashion. 

There would be a Williamsburg to- 
day if Cosmopolitan had not printed 
“The Painkiller.” But, in the opin- 


ion of understanding townspeople, it 
would not be the Williamsburg that 
Cosmopolitan built. 

The man who manages the branch 
of the Bank of Montreal knows this, 
as he answers letters written him by 
Canadian and United States bankers 
who have found his name in the 
bankers’ directory—and who nat- 
urally turn to him for unbiased judg- 
ment and information. For almost 
without exception they say they have 
read the article in Cosmopolitan. 

The garage man, the store keeper, 
the druggist, the newspaper man, all 
say that the type of visitor brought 
to them by Cosmopolitan is a some- 
what freer spender, a more liberal 
guest of Canada than those who came 
before. 

That is important, of course, but 
far more important is this gigantic 
proof of reader interest—of editorial 
faith and dependence. 


It is no mean responsibility to 
print 5,000 words that can build a 
town, start a newspaper, step up 
a ferry schedule, dozens of 
inns, concrete a road, and gener- 
ally turn an obscure country vil- 
lage into a world wide household 
name. 

Without Dr. Locke the opportunity 
to do this would not have existed— 
with Dr. Locke, Williamsburg will 
continue to be the amazing boom 
town it now is. 

Cosmopolitan is at once deeply in- 
terested and somewhat abashed at 
this very definite illustration of the 
potency of its editorial appeal. 
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ADVERTISING AGE 


October 20, 1934 


NO RESTRICTION 
ON HONEST COPY, 
IS DAVIS’ PLEA 


Less Regulation, Not More, 
Is Suggested 


Chicago, Oct. 17—The need for 
less, rather than more, governmental 
supervision over advertising was 
stressed at an overflow luncheon of 
the Inland Daily Press Association 
at the Stevens Hotel here today by 
Howard Davis, business manager of 
the New York Herald Tribune. and 
president of the American Newspa- 
per Publishers Association. 

Mr. Davis reviewed the history of 
the uewspaper code, emphasized. its 
voluntary character, and pointed out 
that no changes may be made in its 
provisions by any executive or ad- 
ministrative order or otherwise, 
without the consent of each indi- 
vidual publisher operating under the 
code. 

Turning to a discussion of adver- 
tising’s current problems, Mr. Davis 
asserted that “Where a few years 
ago business men were encouraged 
to advertise, now by governmental 
restrictions in many codes and mar- 
keting agreements they are being re- 
strained in their efforts to acquaint 
the people through advertising with 
what they have to sell. Attacks are 
being made on advertising from 
many directions. 

“As publishers you know the value 
of advertising, not only to yourselves 
alone, but to the advertiser and the 
consumer alike,” he said. “Properly 
used, it is unquestionably a most 
powerful means of increasing con- 
sumption and employment. If adver- 
tising is destroyed, a free press will 
be destroyed. 


The Time Has Come 


“Newspaper publishers do not 
want any dishonest advertising, but 


the time has come when they should 
demand that no further restrictions 
be placed on honest advertising and 
that those already imposed be imme- 
diately removed. 

“A tax on advertising was one of 
the favorite old world methods of de- 
stroying a free press. In fact, the 
press of England did not become a 
free press until the advertising taxes 
on newspapers were removed by 
Parliament a little over a half cen- 
tury ago. 

“The United States, which has 
never seen such a tax, is now threat- 
ened with it in various states. If 
taxes are to follow restrictions on 
advertising the free press of this 
country will soon be a thing of the 
past. 

“A newspaper has three para- 
mount functions. First of all, to 
print the news fearlessly and accu- 
rately. Second, to give honest edi- 
torial opinion. Third, to provide a 
medium for the presentation of hon- 
est advertising. 

“A press restricted in any of these 
proper functions is not a free press, 
whether the restrictions be direct or 
indirect.” 


Ingram Is Promoted 
by General Foods 


James Ingram has been transferred 
to the New York offices of General 
Foods Corporation, where he will be 
associated with Carl Whiteman, vice- 
president, in all phases of sales and 
merchandising activities. 

Mr. Ingram joined the Postum 
Company in 1925 and advanced 
through several positions from sales- 
man to district sales manager before 
being called to his new post. 


Joins “Radio Guide” 


Lee Robinson, for the past 22 years 
associated with the Bill Bros. Pub- 
lishing Corporation and in recent 
years business manager of Radio 
Merchant and Soda Fountain Maga- 
zine, has joined the sales staff of 
Radio Guide, New York. 


Rejoins “Press” 
Maurice Levenson, who was with 
the Houston Press in 1922-23, has re- 
joinea that paper as classified adver 
tising manager. In the interim he 
has been with the El Paso Times 
and the New Orleans Item. 


THROUGH THE EYES OF OUR READERS 


“Advertising in 
Harpers | Magazine 


accepted at face value”’ 


Dear Sir: 


Personally | am predisposed toward accepting 
advertisements from high class magazines such as 


confidence in the mind 


Harpers at face value. . 


It usually follows, it seems to me, that adver- 
tisements in superior magazines establish greater 


of the reader, as in my 


case. 


Sincerely yours, 


(s) L. M.T. 


“The above letter is 
typical of 500 others 
on file at our office. 
Many of them are 


contained in our 
Brochure “To See 


arpers 
oe a 


‘‘has stood the test of time 
for the reason it is always 
in step with the times.’’ 


RESEARCH MEN 
REVOLUTIONIZE 
COPY TECHNIQUE 


Chicago, Oct. 18.—Copy research 
by a few skeptical men has turned 
national advertising upside down in 
the last few years, Harold Anderson, 
Gallup Research Bureau, Chicago, 
told the Newspaper Advertising 
Executives’ Association at the Stev- 
ens Hotel here yesterday. 

The revolution has been particu- 
larly noticeable in inducing national 
advertisers to emulate the most 
widely read features of newspapers 
—picture pages and comics. No less 
than $100,000,000 worth of advertis- 
ing has been run. in the strip style 
of the comics as a result of the dis- 
covery by Gallup and others that 
the funny men of the newspapers 
enjoyed the widest appeal of any 
newspaper feature, according to Mr. 
Anderson. 

Mr. Anderson also put in a re- 
assuring word to his newspaper 
audience anent the problems of 
radio advertisers. While most peo- 
ple like to listen to radio programs, 
he said, the question of inducing 
them to give an attentive ear to 
commercial announcements is still 
a vexatious one, only about one-third 
of the audience being able to 
identify the sponsors of the enter- 
tainment. 

Mr. Anderson painted the national 
advertiser of today as keeping con- 
stantly in touch with results of his 
advertising through a corps of re- 
search organizations who are de- 
livering weekly reports showing the 
changing trend of public taste. 


Salesman Strikes Gold 


He credited an inquiring news- 
paper representative with having 
created $2,500,000 for color comic 
sections—all of this after the oppor- 
tunity had gone unnoticed for 15 
years. 

Color comic advertising has 
proved so profitable, Mr. Anderson 
asserted, that there is a possibility 
that newspapers will be forced to 
print comics in color several times 
a week in order to meet the de- 
mand for advertising space in these 
sections. 

The Gallup organization, he re- 
lated, made a survey of Sunday 
newspapers as a result of a com- 
mission by the Kimberly-Clark 
Company, and found that rotogra- 
vure advertising had an amazing 
popularity among all classes. The 
result of this survey has been a 
jump in rotogravure lineage, 29 im- 
portant national advertisers now 
being regular users of rotogravure. 

Mr. Anderson ‘asserted that the 
Gallup surveys have proven that po- 
sition is far less important than 
the copy that goes into the space. 

The speaker lapsed into the ver- 
nacular of the radio field in making 
his points. He asserted that news- 
paper publishers have failed to sell 
their “programs,” and that if ad- 
vertisers knew the actual popu- 
larity of “Little Orphan Annie” and 
other newspaper “programs,” pub- 
lishers would have no difficulty in 
getting all of the “commercial an- 
nouncements” they could handle. 


Features World Cruise 


Tae Hamburg-American Line, 
North German Lloyd, has issued a 
handsome book featuring the around 
the world cruise of its liner, “Rego- 
lute.” The book, containing numer- 
ous unusual photographs, was de- 
signed by Wilbur B. Downes, art di- 
rector of the line’s advertising de- 
partment. 


Quackenbush Advanced 

Ralph Quackenbush, advertising 
manager for the Atlantic & Pacific 
Tea Company, in the Des Moines, Ia. 
territory, has been promoted to the 
post of sales manager of the division. 


Names Paul Block 


Paul Block & Associates have been 
appointed national advertising repre- 
sentatives of the Bridgeport, Conn., 


Post-Telegram. 


Getting Personal 


Snapshots of the A.B.C. convention: Phil Thomson telling his 
favorite story about visiting.an insane asylum, and getting a laugh 
at the wrong place. . . Stanley Latshaw quoting Shakespeare extem- 
poraneously. . . Frank Braucher, Crowell chief, shaking hands with 
old friends all over the place. . . Ross Gamble receiving congratula- 
tions upon his election as agency director. . . Kirk Rankin getting 
to the convention just in time to hear Marco Morrow wowing the 
boys with his story of how the farm paper publishers entered the 
bureau. . . Bill Hart, duPont advertising genius, admitting that his 
company will have a real good anti-freeze product this season. . 
Ben Duffy congratulating ADVERTISING AGE on its A.B.C. issue. . . Sam 
Nelson towing Joe Godfrey and Frank Stine to the A.B.C. registra- 
tion headquarters. . . George M. Burbach sitting serenely through a 
hectic newspaper session. . . George Slate explaining why business 
publishers hate the idea of paying increased dues. . . Howard Stodg- 
hill smoking one of the biggest cigars you ever saw and wishing he 
had a copy of Roberts’ Rules of Order. . . Ray Schaeffer being felici- 
tated by the visiting firemen on the way he promoted the worid’s 
fair and Chicago business in 1934. . . Norman Rose admitting that 
the magnificent new publishing house in Boston uses its facilities 
for other publications than the Christian Science Monitor. . . Ed 
Kobak, NBC sales mogul and A.F.A. chairman, lcoking in just to 
see if the publishers were behaving themselves. . . Ed McSweeney 
dropping in to greet old friends among the magazine publishers. . . 
Col. Frank Knox telling the story of Mussolini’s enormous bed, de- 
scribed by his friend as “some bunk.” . . Tom Driscoll, of Armour. & 
Co., admitting that two conventions in a row are hard on the under- 
pinning. He finished with the American Institute of Meat Packers 
just in time for the A.B.C.. . 


John M. Bonbright, Chevrolet publicity head, and Mrs. Bonbright 
became parents of twins, a boy and a girl, October 11. The names 
are John Miller Bonbright, Jr., and Cecilia M. Bonbright. . . 


Leo J. Fitzpatrick, WJR v.p. and g.m., entertained the members 
of the Detroit Adcraft Club October 12 at the housewarming of the 
new transmitting plant. A buffet luncheon, scientific demonstration 
and a tour behind the scenes made it a big occasion. . . 

Emil Hurja, who is getting lots of publicity these days as the 
right-hand man of Jim Farley, F. D. R.’s right-hand man, is a brother 
of A. O. Hurja, Chicago agency head... 

Nelson Peabody, formerly head adman on Atlantic Monthly, is now 
advertising manager of Open Road for Boys, with headquarters in 
Manhattan. . . 

John Malcolm Alden, account executive for Proctor & Collier, 
Cincinnati agency, is convalescing at Good Samaritan Hospital after 
an operation necessitated by an old leg injury incurred as a basket- 
ball star during his under-graduate days at North Carolina. . 


Strange as it may seem, Vallejo Gantner, formerly advertising 
manager for a San Francisco bathing-suit house, is the heavy in a 
revival of “The Drunkard,’ famous mellerdrammer now running at 
the Palace Hotel, S. F.. . 

John McHugh Stuart, who has been handling copy and special 
assignments at E-W for four years, has accepted an appointment on 
Will Hays’ staff. The sadness first felt by agency mates at his loss 
has left with appreciation of the pretty compliment he has earned 
for advertising as a training ground for moral guardians. 


Bill Needham (N.&G.) and Tyrrell Krum (Mathes) have been ap- 
pointed aides-de-camp on the staff of Governor Ruby Laffoon of Ken- 
tucky with the rank and grade of colonel. 

Doris Loudon Murphy, of Montclair, Junior Leaguer and Daughter 
of the American Revolution, has promised to bestow her hand upon 
George Lester Williams. Les works on Stanco at Mc-E. . 


Jacques Herts (A.F.-G.L.) denies the report circulated by some 
wag that he is training his new dachshund, Gus, to bite callers from 
the business departments. 

Eddie Owens (E-W) got away this week in his new Diana cream 
Oldsmobile coupe for a short vacation at Virginia Beach. 


Jack Dillon, the substantial McKinney rep, is taking up eques- 
trianism at the Douglastown Riding Club. The horses are bearing 
up well and so is Jack. . . 


Otto Kleppner (S.K.&S.) is receiving congratulations on the fact 
that “that notorious book,” “Advertising Procedure,” has passed the 
50,000 mark. No other advertising work has come near this record. . . 


Utilizing facts picked up in a routine investigation of the publi- 
cation as an advertising medium, Ben Laitin (A.F.-G.L.) has written 
an article on the “Old Farmer’s Almanac,” which will appear in the 
November 3rd Literary Digest. The “Almanac,” currently published 
by Carroll Swan, the Boston newspaper representative, has not 
missed an issue for 143 years. 

Dave Levine, A.D.&P. production manager, and his bride, the 
former Helen E. Kelly, have set up housekeeping at 223 Lennox Road, 
Brooklyn, where they are going domestic in a big way. 

Bill Reydel (N-E) true to the family tradition barring middle 
names, has, with Mrs. Reydel’s approval named his newest daughter 
Joy Reydel. 


Frank Crowninshield, editor of Vanity Fair and no stranger at ad- 
vertising gatherings, was cited by the U.S. Brewers’ Association last 
week for “the barbed wit and flashing satire which contributed 80 
notable a part in winning a distinguished readership to an espousal 
of repeal.” 


T. Cronyn (BBDO), one-time city editor of the Sun, is the subject 
for one of the most interesting chapters in Stanley Walker’s new 
book, “City Editor.” . . 

Frank Whipple, Hoyt v.p. at Hartford, went up to Vermont for 
some late fishing last week and was snowbound for 24 hours. Next 
time he will head south. 

The genial countenance of Harvey R. Young, of the Columbus 
Dispatch, was missing when the Newspaper Advertising Executives 
Association convened in Chicago this week. Mr. Young is in 4 
sanitarium at East Aurora, N. Y., but is reported to be on the road to 
recovery. .. 

The N.A.E.A. presented Alvin R. Magee, Louisville Courier-Journal 
and Times, with a handsome electric clock as a token of its apprecia- 
tion of services rendered as past president and many times chairman 
of the program committee. 

Charles E. Rock, of Media Records, Inc., was so astonished when 
St. Louis beat New York out of the National League pennant that he 
forgot to make reservations for the World’s Series in the West. It 
was the first series he has missed since 1903. 
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ADVERTISING AGE 


BETTER SELLING 
CALLED GREATEST 
NEED OF PACKERS 


Industry’s Sales Methods 
Labeled Inefficient 


Chicago, Oct. 18.—Introduction of 
better selling methods to the meat 
packing industry was declared by I. 
M. Hoagland, vice-president and sales 
manager of Armour & Co. and chair- 
man of the committee on distribution 
methods of the Institute of American 
Meat Packers, to be its greatest need 
today. 

Speaking at the 29th annual con- 
vention of the Institute, he asserted 
that the industry, a model of produc- 
tion efficiency, has fallen far behind 
in selling performance. 

“It would be unusual indeed,” Mr. 
Hoagland said, “to hear anyone con- 
tending that the packing business is 
in the front lines of progress in sell- 
ing methods. Our products have al- 
ways been distributed in some man- 
ner or other, but it is doubtful that 
we have attained anywhere near the 
proficiency in this side of our busi- 
ness that we have in manufacturing. 

“In my own thinking, it seems 
that the time is here to turn the spot- 
light on our selling efforts in line 
with the needs of the distribution 
system through which we are work- 
ing. We should not diminish our ef- 
forts to improve the manufacturing 
end, but we must consciously begin 
to be as brutally critical of our sell- 
ing methods as we always have been 
of our manufacturing methods.” 


Study Citrus Experiences 


In pointing out ways by which sell- 
ing methods in the meat packing in- 
dustry might be improved, he advo- 
eated a resolution by the Institute 
to study the experience of the citrus 
fruit growers. Though the resolu- 
tions committee, which had met pre 
vious to his address, did not act on 
the suggestion, the Institute’s operat- 
ing staff will keep it in mind during 
the coming year and explore the cit- 
rus growers’ experience with coopera- 
tive marketing, it was indicated. 

Several new conditions have cre- 
ated the need for better selling, Mr. 
Hoagland stated, the most important 
being the fact that food retailing is 
becoming more scientific daily. No 
longer are packers dealing with “cor- 
ner butchers,” but with dealers who 
supply all the housewife’s food re- 
quirements “under one roof,” he said. 
Closer to the customer, more studious 
concerning her desires and readier 
and more alert to needed adjust- 
ments, the retailers today know more 
about the consumer market than the 
packers, Mr. Hoagland asserted. 

Other new conditions requiring 
better selling are changing living 
habits and meat eating customs, more 
aggressive fighting for a share of the 
consumer’s food dollar by some food 
competitors and fluctuation of prices 
which disrupt consumers’ meat buy- 
ing habits. he continued. 


Improve Selling Assistance 


Top executives in the meat pack- 
ing industry should lend their talents 
to selling methods as they have never 
done before, Mr. Hoagland said. This 
means study from the retailers’ point 
of view, improved methods in the 
care of the product and attractiveness 
of the packages. Retailers, he de- 
Clared, may teach packers something 
about brand names to the end that 


@ consumer has a fighting chance to 


Temember them. 

Meat packers, aside from indirect 
Services, should improve selling as- 
sistance given to dealers in advertis- 
ing, display, assortment control, etc. 

this, he explained, he meant mak- 
ing these things, which have been 
done previously, fit in better with re- 
tailerg’ plans. 
; The problem also involves product 
mprovement, for the product in the 
eyes of the retailer is just another 
merchandising item in which he must 


attempt to interest the housewife. 
The meat packer must help him in- 
terest her. An example he cited is 
the trend away from tub lard toward 
packaging, a movement which would 
have been completed by now if meat 
packers had studied the problems 
earlier and given it greater support. 


Independent Dealer Important 


Taking the stand that chain groc- 
ers have not mass buying advantages 
in meats that they have in other 
food products, George Kramer, chair- 
man of the National Association of 
Retail Meat Dealers expressed the be- 
lief that the independent dealer will 
be of increased importance in the fu- 
ture distribution of packing products. 
Chains, he said, often use meats, par- 
ticularly hams and bacon, as loss 


leaders to feature in newspaper ad- 
vertising. 

The retailers’ association, he said, 
favors packers doing their own grad- 
ing, in line with the current ton- 
sumer demand for classification and 
grading, using government specifica- 
tions and tying up with their brand 
names. Classification and grading 
lend themselves to descriptive and 
truthful advertising and should be a 
powerful influence in ending unfair 
and cut-throat price advertising, he 
declared. 

Stephen A. Douglas, director of 
meat sales and purchases, The Kro- 
ger Grocery & Baking Company, ad- 
vocated cooperation among packers 
to overcome high powered campaigns 
which have the effect of decreasing 
meat consumption. 


New Orleans Club Has 


Nominating Committee 
The Advertising Club of New Or- 
leans has altered its policies of select- 
ing committee chairmen, who will 
henceforth be chosen by a newly ap- 
pointed nominating committee from 
a@ group nominated by the club. 
This committee, composed of Wil- 
son S. Callender, chairman; Jules J. 
Paglin and Ralph D. Dwyer, will also 
make recommendations for office. 


Success Book Out 

J. B. Lippincott Company, Phila- 
delphia publisher, has issued “Full 
Speed to Success,” by Robert T. Geb- 
ler, an executive of Stewart-Jordan 
Company, Philadelphia agency. Mr. 
Gebler was formerly with Wales Ad- 
vertising Company and Hanff-Metz- 
ger, Inc. 


Prevents Price Cutting 

The W. W. Dant Distilling Com- 
pany, Louisville, Ky., has started 
marketing its blended straight 
whisky, W. W. Dant Five Star 
Special, under a program which is 
designed to prevent price cutting. 
Each wholesale and retail dealer is 
given a franchise, and signs an agree- 
ment not to lower the established 
price of $1.50 a pint. 


Radio Bureau Starts 

The Associated Advertising Agency, 
Newark, N. J., has formed a new 
unit to be known as Radio Publicity 
Bureau, which will act as a clearing 
house between agencies and broad- 
casting companies. Offices will be at 
786 Summer Ave., Newark. Joseph 
W. O’Bryan, vice-president of the 
agency, will be in charge. 


Associates 


ATLANTA JOURNAL 
BALTIMORE SUN 
BIRMINGHAM NEWS 
BOSTON HERALD 
BUFFALO TIMES 
CHICAGO DAILY NEWS 
CINCINNATI ENQUIRER 
CLEVELAND PLAIN DEALER 
DALLAS NEWS 
DETROIT NEWS 
_ INDIANAPOLIS STAR 
MEMPHIS COMMERCIAL APPEAL 
MILWAUKEE JOURNAL 
MINNEAPOLIS JOURNAL 
NEW ORLEANS ITEM-TRIBUNE 
NEW YORK HERALD TRIBUNE 
OMAHA WORLD-HERALD 
PHILADELPHIA RECORD 
PITTSBURGH PRESS 
ST. LOUIS GLOBE-DEMOCRAT 
WASHINGTON STAR 


UNITED NEWSPAPERS 
Magazine Corporation 


420 LEXINGTON AVE., NEW YORK, N. Y. 
CHICAGO OFFICE: 360 N. MICHIGAN AVE, 
DETROIT OFFICE: GEN’L MOTORS BLDG. 


* Distributed with the Sunday edition except in the 
Chicago Daily News Saturday edition 
FIRST ISSUE, FEBRUARY 24, 1935 


There’s always a story behind on big piece of news. 
Certainly when 21 leading newspapers get together to 
publish and distribute” a well-balanced weekly maga- 
zine, that’s important news. And that’s THIS WEEK. 
Printed in colorgravure and containing only the best in 


fiction, articles and illustrations, THIS WEEK presents 


Leading 
Newspapers 
Combine 


an advertising medium unique in the publishing field. 
Here’s a magazine with the sales punch of a newspaper 
and the long life of a magazine. But the whole story of 
THIS WEEK is full of good news for every progressive 
manufacturer and advertising agency. Consider this: a 
non-duplicating circulation of over 4,000,000 concen- 
trated east of the Rockies—a market that does 88% of all 
retail business. Perhaps equally important news is THIS 
WEEK’S low cost story—and its patented colorgravure 


process that puts real sales power into good advertising. 


Concentrated tn America’s ~l x Market | 
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ADVERTISING AGE 


October 20, 1934 


ADVERTISING IN 
DAILIES AGAIN 
SHOWS INCREASE 


New York, Oct. 18.—Advertising 
lineage in the newspapers of 77 
principal cities which are measured 
by Media Records, Inc., showed a 
sizable gain in September over the 
corresponding month of 1933, ApveEr- 
TIsinc AGE’s analysis reveals. 

While a number of the individual 
classifications showed decreases in 
lineage for the month, and increase 
of almost 5,000,000 lines in retail ad- 
vertising, and another increase of 
more than 1,000,000 lines in classi- 
fied, brought the total up well ahead 
of that for September, 1933. 

General advertising carried by the 
papers in these 77 cities was off very 
slightly from last year, the compara- 
tive figures being 23,081,641 lines for 
1933, and 23,001,753 for 1934. This is 
a decrease of 79,888 lines, or less 
than four-tenths of one per cent. 

Retail lineage on the other hand 
advanced from 74,926,448 lines last 
year to 79,587,557 lines this year, an 
increase of approximately 6.2 per 
cent. 

Automotive lineage, which has 
shown extraordinary gains over last 
year during most of 1934, dropped off 
730,336 lines in September as com- 
pared with a year ago. The 1934 
figure was 6,526,869 lines, while the 
1933 total was 7,257,205 lines. The 
percentage of decrease is about 10.5. 


Classified Shows Gain 


A loss of 108,917 lines in financial 
advertising is shown for the month, 
equivalent to about 5.5 per cent. The 
papers carried 1,969,310 lines of this 
classification in September, 1933, and 
only 1,860,393 lines last month. 

Classified lineage jumped from 
21,086,719 last September to 22,189,- 
323 this year, a gain of 1,102,504 
lines, or approximately 5.2 per cent. 

The total advertising lineage car- 
ried by the papers in the 77 cities 
measured, including legal lineage 
(which is not shown separately) was 
135,067,954 for last month, a gain of 
4,132,413 lines over the 130,935,541 
lines carried last September. The 
percentage of increase is about 3.2. 

Detailed figures for each of the 
above classifications by cities, are 
shown in the tabulation on this page. 


“Christian Science 
Monitor” Adds Three 


Recent additions to the advertising 
sales staff of the Christian Science 
Monitor, Boston, include Harvey W. 
Cook, Boston office; Baldwin Her- 
man, New York; Edwin H. Felt, Chi- 
cago, and William M,. Cotterill. 
Seattle. 

Mr. Cook was formerly with Inks, 
Inc., Mr. Felt came from the Chicago 
Daily News, and Mr. Cotterill was 
formerly with the Seattle Times. Mr. 
Herman was transferred from other 
duties in the New York office. 


A. E. Holmes Becomes 


Agency Vice-President 


A. E. Holmes, for the past 12 years 
an account executive in the Philadel- 
phia and New York offices of N. W. 
Ayer & Son, Inc., has joined Donahue 
& Coe, Inc., as vice-president. 

Prior to the connection with Ayer, 
Mr. Holmes was with Horlick’s 
malted milk and Welch’s grape juice 
companies. His beverage experience 
includes work on the Sunkist ac- 
count, in which connection he is 
credited with originating the Sunkist 
electric fruit juice extractor. 


Finn with Lutz 
Robert E. Finn, son of Joseph H. 
Finn, vice-president of Reincke-Hllis- 
Younggreen & Finn, Chicago agency, 
has joined the staff of John E. Lutz, 
Chicago newspaper representative, 
who was recently appointed to repre- 
sent the Hvening Public Ledger, 

Philadelphia, in the Middle West. 


Appoints Addison Vars 

The Plews Puffed Products Cor- 
poration, maker of Oat Puffs, has ap- 
pointed Addison Vars, Inc., Buffalo, 
to place advertising, which will be 


SEPTEMBER NEWSPAPER ADVERTISING LINEAGE FOR 1934 and 1933 in 77 LEADING CITIES 


mainly radio and newspaper. 


Total Total 
(Including (Including 
City Retail General Automotive Financial Classified Legal) City Retail General Automotive Financial Classified Legal) 
1934 1,157,248 183,520 58,270 5,249 236,990 1,659,274 1934 848,537 302,459 99,665 10,965 314,893 1,578,497 
Akron .......1933 067,204 176,885 62,761 20,328 220,426 1,657,991 | Portland .....1933 743,868 281,60) 88,185 24,191 282,074 1,422,519 
. ° 1,067, . , , : 20,85 4 2 32,819 
Diff +90,044 + 6,635 —4,491 —16,079  +16,664  +101,283 Diff +104,669  +20,858  +11,480  —13,226 + 32,819 + 155,917 
1934 968,137 274,727 106,552 34,470 305,625 1,734.99 
eAtbany ....-d98h  aehbet | aeehO | aunand «—Aateea 200868 LeBL787| Providence ...1983 946,153 271,607 «107,601 38,864 316,295 1,746,681 
Ad Y. ’ a Rs is y : . ft + 21,984 + 3,120 —1,049 —5,394 —10,670 —11,69 
Diff + 49,261 7,496 42,492 1,817 + 2,620 +1,043 Di 691 
1934 763,667 156,447 66,894 10,339 114,796 1,134.35 
Albuquerque . 1933 $18,890 108.897 Pare 7186 sr074 cor72i Reading .....- 1933 643,062 163,003 67,253 3,756 119,472 1,019;894 
: . bea’ _ i ° an ‘ ff +120,605 —6,556 —359 + 6,583 —4,676 +114'463 
Diff +93,706 9,044 30,337 +140 17,188  +365,627 Di " 
- $33,061 192,666 76,22 24, 219,181 1, 
ape 1934 1,162,162 392,541 92,587 $1,162 302,808 1,988,399] Dong + get ange Hag 34 py RS oy 355,217 
anta .....1933 1,054,096 343,734 139,248 23,038 297,967 1,880,862 tees 565 ag , ase 526.077 = 1.378.000 
Diff +98,066 +48,807  —46,661 + 8,114 +4,851 +107,647 an + 110,502 a ae + . at + 80,557 
- : 1934 1,237,042 400,9 11,34 68,44 333, 2, 168,86 
jin—< ms was <a Hg 44 2,116 = 66,026 300.120 | *Rochester ...1938 1,775,463 314.849 124,694 47,093 328,527 2,118.95 
Diff —7,193 +14,273 —10,683 + 389 + 5,216 —1,670 aa Sse. ae san ans TD eT sae 
p ¢ ’ 2 222, c ’ ’ a~=V,e , 406, 
eRe) 1934 = 1,704,376 = 642,046 = 167,183 24,444 = 618,011 2,980,451 | gait Lake City.1933 674,733 = 241,465 93,960 19/081 236,320 1,283'395, 
timore ...1933 1,626,965 516,029 153,940 31,996 481,618 2,838,416 Dif€ -+155,389 —18,853 +12,698 —5,339 —15,552 + 123,747 
aa +3v,080 + 36,036 a See Ba ee 1934 825,732 289,825 77,877 20,966 299,620 1,519,518 
Bs i 131,270- 267,494 61, , 152,567 = 1,226,679 | «san Antonio. 1933 731,078 359,719 99,990 24,283 252,740 1,480,362 
a a tt aes oo Pea +5508 1934 776,328 240,544 126,028 20,716 285,232 1,492,847 
on 1934 = 2,782,412 972,87 1, , 8, 4,706,693 | san Diego..... 1933 875,862 265,226 128,103 17,528 292,261 1,611,719 
joston .... — oe ose ae 4) bey ry on apt yt Diff —99,534 —24,682 —3,075 + 3,188 —7,029 —118'863 
Di + 35, + 39,769 —34, —10,31 +13, + 48,502 : : - _—— : 
1,269,363 500,433 156,776 51,616 661,892 2,650, 
outs 1934 = 1,325,446 353,772 111,712 28,326 279,620 = 2,115,249 | san Francisco.1933 1,237,786 515,944 159,621 40,227 614,498 2,595 sb 
alo oocectaaee sete pte 4 a rahe Peat Ay ry ttt Diff +21,577 —16,511 —2,845 +11,889 +47.394  +655,847 
ah = saTask ae ae eee ee ss eer 1934 901.430 370,600 112,106 16,826 445,648 1,848,179 
ec , 2, , , , 971! Seattle ..... . 1933 806,469 354,638 105,191 24,619 443,449 1,738,094 
ransuebiaae WE 96,199 oie by ty i, | eae Diff +94,961 +15,962  +6,915  —8,693 +2199 +110.07% 
: —— ak = =e 2 eee S ee 1934 418,739 131,328 36,735 2,713 103,355 697,634 
936 486,017 186,131 66,583 14,297 111,434 766,747 | tsioux City ...1933 363,512 135,401 42,223 706 =-:118,775 664.575 
Chattanooga . “i rene ath eee oa aen 16,902 oonee wees Dift +565,227 —4.073 —5.488 + 2,007 —15.420 + 32.959 
¥ paar m — . —z2, 6 1 ys 4 , . , ~“* , e , 
4 a ac ooh eee ___+ cares 1934 661,912 150,552 55,317 18,899 145,372 1,036,781 
1934 = 2,260,486 = 817,671 = =_-160, 993 47,502 1,015,902 4,326,920) south Bend...1933 524,321 134,974 71,366 8,363 98,628 "853,793 
*Chicago .....1933 2,146,236 790,498 166,730 58,612 978,919 4,456,588 Diff +127.591 +15,578 —16.049  +10,536  +46,.744 +182'999 
a . aad aaa eens ah pea a 1934 524,220 217,627 78,108 18,185 172,440 1.017.160 
a 218, 69, 01 91 410,713 = 2,135,691 | spokane .....1933 450,900 206,044 74,829 13,799 147,099 902.935 
necinnati ....1933 1,104,479 372,426 108,493 86,877 354,276 1,990,417 Dift + 73,320 +11,583 + 3,874 + 4,386 + 25,341 + 114,295 
ah $ eae Faseee var a reds + Samece 1934 1,485,018 352,266 114,232 18,568 540,922 2,514,907 
a 429, 362,38 114,960 , 1,335 = 2,302,794 st. Louis......1933 1,333,734 436,866 128,311 14,876 517,886 2,436,164 
eveland ....1933 1,306,430 362,140 121,410 31,072 344,693 2,183,238 Diff +151,284 —84.610 —14,079 $3,692 +23/036 +78'743 
aa , aa wag - 1934 996,199 52,196 91,126 33,607 248,475 1,866,846 
Cc 1984 = 1,048, 306,360 68,623 47,127 = 274,099 1,748,411 | esyracuse ....1933 1,036,943 307,253 =: 102,710 29,153 238,444 1,930,300 
olumbus ....1933 977,524 275,590 106,479 39,234 245,151 1,663,072 Dift —41,744 + 24,943 —11,584 + 4,454 +10,031 —63,455 
Dift + 63,460 +29,660 #—37,656 + 7,893 + 28,948 + 85,339 1984 474,625 212,974 76,681 10,357 208,945 985,826 
1934 1,685,039 329,422 92,312 27,227 351,727 = 2,898,863 | ~acoma ......1933 458,566 167,792 70,145 8,522 199,361 906.785 
Dallas sereee 1983 1,497,033 489,213 101,968 34.666 369,043 2,483,710 Diff +16,060 + 46,182 + 5,536 + 1,835 +9,584 479,041 
aaa1 ae =; a ; ne 19384 757,996 186,583 64,713 20,146 159,750 1,193,742 
De 3 296,64: 286,09 76,775 15,969 = 300,858 = 2,018,840 | toledo .......1933 741,289 185,593 63,424 13,654 159,673 1,170,754 
yton ......1933 1,082,275 252,934 90,448 23,031 284,439 1,758,015 Diff  +16.707 +990 + 1,289 + 6,492 +77 422.988 
a ae +38,162 __—13,673_ —7,062 +358 + 255,825 1580 LaSR Ass See 5Ga57 Titi WL Asst 
34 0,331 221,172 80,114 12,271 78,301 1,347,338 | Toronto .,....1933 1,715,763 625,601 119,335 52,826 694,233 3,220,294 
Denver ......1933 703,761 201,810 92,938 10,949 241,464 1,262,585 Diff +108,657 —53,233 —28,698 + 28,325 + 27.168 + 76,954 
and +e + Seen. 8eet $5508 + Sheet +See 1934 379,196 107,456 35,019 17,473 49,397 599.78 
1984 = 1,693,616 = § 35,320 165,711 43,755 = 597,830 3,016,563 | trenton ......1933 364,731 93,792 44,427 18,293 47,296 576,786 
*Detroit .....1938 1,594,152 440,043 194,382 38,364 466,021 2,734,086 ' Diff +14,465 +13,664 —9,408 + 4/180 ‘+ 2/101 + 22,997 
es Ri a 2 eee + Sees. Seeeee + Soares 1934 770,963 143,993 72,159 21,698 216,941 1,228,106 
193 326,527 76,696 22,405 12,276 37,879 483,104] muisa ........1983 722,609 182,081 85,021 11,519 207,575 1,209,691 
Easton ocoesss aE Si has Wee 33,136 12,390 47,575 471,765 Diff + 48,354 —38,038 —12,862 +10,179 + 9,366 + 18,415 
a55 — ; ae = —- hon. A SO 1934 2,626,562 539,203 162,538 32,290 654,316 4,079,836 
4 518,443 122,815 63,857 3,813 149,802 860,774 | washington ..1933 2,197,192 479,992 172,037 53,439 737,739 8,715,955 
El Paso voanohtaay Woy as Mae 3,609 182,825 815,267 Diff +429,370 +659,211 —9,499 —21,149 —83,423 + 363,880 
1934 oT 26 yan aL a Mh 1934 1,616,037 388,563 162,584 65,267 337,343 2,675,648 
= 1,2 151,916 58,897 5,178 =: 167,943 = 778,172 | Westchester 1983 1,929,587 396,377 =—-173,840 60,033 321,614 3,183,479 
| MPIC TET 375,013 162,445 46,593 4,326 194,603 814,793 Group ......Diff —413,550 —=7, 824 —11,256 +5,234 +15,729 —507,834 
es eta mata Ra ee — eee 1934 827,587 292,823 110,973 6,305 282,511 1,537,385 
64 184,46 77,844 22,288 166,600 1,822,201 | wichita ......1933 728,029 213,958 116,793 6,925 268,750 1,332,375 
Evansville ....1933 558,616 143,592 60,236 18,601 143,668 937,479 Diff + 104,558 + 78,865 —5,820 —620 +13,761 + 205,010 
aa 1 ed! MRS eS MR 1934 1,469,665 273,679 113,687 11,619 138,578 2,027,199 
>. epee 49.273 33,694 5,120 24,647 = 385,824 | wiikes-Barre..1933 1,459,493 394,636 89,548 20,160 142,794 2,131,839 
dputrcesare «Mae 4 bt et x seats 3,438 1G lhe 9 483 Diff +10,062 120,957 +24,139  —8,541 —4,216 —104,700 
735 55-655 a a + Sees 4 1934 54,911 255,960 96,039 19,482 167,067 1,426,479 
4 60, 204,902 58,357 8,284 = 175,899 = 1,010,337 | worcester ....1933 780,905 254,821 100,740 15,687 162,874 1,352,506 
Fort Worth...1933 568,899 326,008 74,574 15,040 139,863 1,128,314 Diff + 74,006 +1,144 —4,701 + 3,795 + 4,193 + 73,978 
ae ata mn ae ree A 1934 59,433 139,682 56,034 9,896 123,798 896,081 
1034 5+ ME 57,006 13,842 128,687 = 1,061,260 | youngstown ..1933 514,016 159,144 61,036 11,534 80,051 829,778 
Fort Wayne. ..1938 061,054 158,318 60,933 13,113 104,455 915,332 Diff +45417 —-19,462 —5'002 1638 +42747 + 66,303 
i933 sees + =n are eT ME 1934 79,687,557 23,001,763 6,526,869 1,860,393 22,189,323 135,067,954 
Recuiees ++ ofl on gee crass Soars Pics $9,988 469.469 | rotais ........1988 74,926,448 23,081,641 7,257,205 1,969,310 21,086,719 130,935,541 
Diff —24,877  —6,837 7,693  +9,285  —+1,985 29,608 sKmereah Wee acer ee a 
1934 215,028 52,914 13,392 15,353 33,927 347,061 press Union,” morning and evening, sold only in combination. Lineage of one 
Glens Falls...1933 236,911 63,200 23,472 14,877 32,841 S98,799 | cncsen geenuiae be shown. 
Oe. —easeee Steers __——80, 000 +or8 +1,086___ — 82,788 3"Globe,”. morning and evening, sold in combination. Lineage of one edition, 
1934 426,837 148,228 53,389 8,820 72,086 716,078 | evening, is shown. 
‘Harrisburg ..1933 498,527 139,849 63,720 5,713 69,343 792,896 8“Courier,” evening, and ‘‘Post,” morning, sold in combination. Lineage of 
Diff —72,690 +3,879 —10,331 + 3,107 +2,742 —76,818| “courier’ only is shown. 
1934 §=1,101,993 234,246 86,553 43,424 155,248 1,637,880 4“Bvening News,” carries the same amount of advertising as the ‘‘Patriot.” 
Hartford ..... 1932 1,061,690 227,267 98,744 54,254 174,977 1,628,413 6“Bvyening Appeal,” discontinued, effective July 1, 1933. 
Dift + 40,3038 +6,979 —7,189 —10,832 —19,729 +9,417 : renee _leeonms and evening, sold in combination only. Lineage of morn- 
1934 995,768 270,172 71,310 11,848 S5a.0es 1,008,041) @S See ey ee a 
Houston .....1933 850,667 373,087 =: 104,402 13,418 294,667 1,688,763 ee tee ee Tne ebition oly to sashounes. 
MEE TS , Te wo A —+.008 81933 figures include the advertising of the “Morning Ledger” and ‘Sunday Ledger” 
1934 1,348,076 296,301 82,936 24,699 380,267 2,140,435 which discontinued publication April 15, 1934. 
Indianapolis ..1933 1,319,597 267,295 117,501 24,3871 333,828 2,081,869 ° —Media Records, Incorporated. 
Diff +28,478  +28,056 —34,565 +228 446,484 +58,566 
ue 1934 590,084 148,363 49,440 19.481 178,726 999,470 
acksonville ..1933 16,775 168,734 66,083 463 165,078 946,513 ° ° 
Diff +73,309 —20,381 —16,643 +18 +13,648  +653,957 Jaudon & Barreaux Ehrlich Receives te 
1934 576,133 150,934 42,364 27,815 114,687 920,611 :. H thi 
Knoxville ....1983 453,945 141,818 60,730 18,193 99,681 781,526 Are in Business New Responsibilities 
Diff +121,188 + 9,116 —18,366 _—+ 9,622 + 15,006 + 138,985] fH, Jaudon and Adolphe Bar-| Howard Ehrlich, vice-president, 
1934 1,701,727 518,416 189,830 38,598 876,368 3,328,921 raw- Company, 
*Los Angeles..1933 1,524,539 528,803 198,322 52,462 787478 3,045,568 | FeaUX have omnes jag +“ < — 4 ~~ weniteains cs —_— 
Diff +177,188 —10,387 —8,492 —13,864 +4137:888 +4283,353|& Barreaux, ve., New| New York, has been plac “ 
1934 221,115 , 81,693 $2,312 2,608 27,612 373,690 | York. General accounts will be han- of all the company’s electrical pu 
Manchester ...1933 238,427 58,927 35,160 2,484 34,697 378,635 | dled, including East Coast Realty | lications, including Electrical World, 
ie +55|/Gorporation, Haber silverware and|Zlectronics, Radio Retailing and 
’ ’ 05 , 184,796 1,287,295 1 hotels Electrical Merchandising 
SMemphis ....1933 696,609 191,697 94,559 13,658 176,076 1,176,432 | Severe , : : 
Diff +112,6F0 —23,393  —36,523 +72 +8720 +61:8¢63| Mr. Jaudon was formerly advertis-| Mr. Ehrlich will also contians ® 
1934 — 1,270,760 378,922 116,115 19,848 553,886 2,976,645|ing manager of Radio News. Mr. charge of the Electrical Trade oh 
Milwaukee + +1083 1,058. 08 398,046 eet 78,814 201,384 2'372,112 | Barreaux was a partner in Beach &| lishing Company, Chicago, of whi 
-—268, —-14,12 ’ —8, + 261,952 + 3,533 . sing Service. he is president. 
2 ; 1934 1,718,914 679,934 79,864 54.613 268,588 2,718,910 Servenar ASvrteS ” . 
ontreal ..... 33 1,754,080 495,78 ; 126 300,310 2,721,564 
Dift__—40,116__+84,162_ 11,818 __—3,613 —si727__"'—7.684| Joseph F. Walsh in Peck Appointed by 
1934 552,615 203,009 54,145 16,396 152,515 983,580 istillers 
"Nashville ....1983 471,710 188,204 87,785 18,312 155,731 901,644 Charge at Boston Oldetyme Di 
+ 80, +19, ie —1,916 —3,216 4 
1984 1,514,767 346,117 86,667 21,607 607,066 an it Joseph F. Walsh has been ap-/  Oldetyme Distillers, Inc., ar 
New Orleans..1933 1,387,289  . 366,936 101,423 16,203 568,033 ~—-2'580,399 | pointed Boston manager of Bryant, |N. J., has appointed Peck Advertis 
Diff +127,468 = —-20,819 —-—-14,756 +5404 —60,967  —42,978| Griffith & Brunson, Inc., newspaper | Agency, New York. ont 
1934 5,405,825 1,660,244 175,946 208,966 1,133,593 8,616,494 to succe ohn J.| Newspapers, trade papers 
*New York...1933 5,060,960 1,671,640 226,918 268,056 1,137,674 8,398,285 ac dipsiag: le noceet Arte cing will be used for Three 
Diff +344,865 —11,296 —50,972 59,090 '—4'081 4'203'209 y, : rf and Blue 
1934 756,881 237,310 43,374 20,738 117,087 1.705.284 1.. 1° replace Mr. Walsh in the New| Feathers and Gold, Silver Feather 
Brooklyn ..... 1933 628,515 235,847 68,385 27,440 426,101 «1,566,769 | York Office, the firm has added Frank | label whiskies, and Silver 
Dift _+128,366 _++1,463 25,011 _——6,702_—— 9,044 + 188,515 | Coyle, formerly of Frost, Landis &| gin. 
19384 330,491 70,383 29,383 4,957 31,934 476,036|Kohn, Inc. 
Niagara Falls.1933 302,913 74,607 17,936 7,252 26,819 442°497 ‘ . . “ H er” 
Diff +27578  —4,224 +11,447 —2295  +5.615 + 33'539 Ki Q A Smith Joins “Examin 
1934 583,460 181,332 75,163 15,255 331,988 tab- 
Oakland .....1933 613,177 208,102 73,175 12,659 308,980 1'226,800 Paper rm Appoints Lee Smith, recently active in ising 
Diff —29,517 —26,770 +1,988 +2596  +23':008 —-95'607| The Whiting-Plover Company,|lishing a promotional adve oe 
1934 791,158 BR, 345 110,777 13,364 240,505 1.416.498 | Stevens Point, Wis., maker of com-| bureau for the California NewS ~or) 
Okla, vette leliate Be ees sien eet . Pete 1,272,555 | mercial stationery, has placed its ad-| Publishers Association, has jo oe 
i9a4 836,177 282,878 $4,222 4,479 aniaTs tee vertising account with Needham,|the San Francisco Examiner as P 
*Omaha ...... 1933 756,036 252,280 94,986 7,076 225,240 beet 04d Louis & Brorby, Inc., Chicago. motional advertising manager. 
Diff _+ 80,141 +598 = —10,764 = —2,657 35,407 ¢- g0/098 <= 
1934 1,074,617 294,082 74,326 7,569 216,16 
Peoria ......1933 1,014,150 261,460 95,196 8,054 202/087 ieee oes 
Diff +60,367 +32,622 —20,870 —485 —-+:14,066 =. 76808 T Cc PA 
1934 2,769.001 830,463 163.730 33,086 578,35 ‘ HE M NY 
Philadelphia 1983 2,708,511 $20,718 179,804 44,569 Het Hi FENSHOLT CO 
Di + 50,49 +9, — —11,483  —76,072 —_93'869 
ane eee eee — pe BG, «ote Prod 
oenix .....1 16,75 149, 5 5,196 124,42 if ° 3s ° F . . 
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Seagram's 


Appearing in 150 newspapers this 
ey this Seagram's advertise- 
ment created unusual interest. 


MODERATION |S 
URGED IN COPY 
FOR SEAGRAM’S 


Whisky a Lunury, Newspaper 
Advertising Says 


New York, Oct. 18.—Disquieted by 
the spectres of Old Bluenose and the 
town tosspot, Joseph E. Seagram & 
Sons, Inc., published a 720-line, edi- 
torial advertisement, signed by H. I. 
Peffer, chairman of the board, in 150 
newspapers this week to urge mod- 
eration in the use of liquor. 

Commenting on the unique copy, 
Mr. Peffer said it was intended to 
warn the industry that these evil 
shades still exhibit threatening mien 
and to suggest that their return to 
earthly haunts could be prevented by 
an advertising barricade. 

The idea for the advertisement 
came to the executives of the com- 
pany and the agency, the Blackman 
Company, while stocktaking on the 
eve of repeal’s first anniversary. 
They are alarmed at the tendency of 
liquor advertisers to invest indul- 
gence with glamor and to represent 
liquor as a necessity to the happiness 
of the individual and an indispens- 
able adjunct to true hospitality. 

Furthermore, they are conscious of 
the harm done to the cause of liberty 
by captains of industry and their co- 
horts, who quite frankly said while 
leading the attack on liquor a short 
time ago that they were actuated not 
by personal conviction but by the 
desire to appropriate a competitor’s 
Share of the consumer’s dollar. 


Inexperience Blamed 


The advertisement points out that 
inexperience acquired during the pro- 
hibition era, rather than a raging 
thirst cultivated since repeal, ex- 
Plains the temporary downfall of 
those whose over-indulgence has been 
noticed the past year. The biggest 
Portion of the copy seeks to quiet the 
fears of indirect competitors, the dis- 
Sertation to this end starting with 
the premise, “The House of Seagram 

oes not want a dollar that should 
be spent for the necessities of life.” 

The effectiveness of the advertise- 
ment as a bugle call to rally the in- 
dustry was lessened by linking the 
arguments for moderation with the 
recommendation that a whisky like 

am’s be preferred when and if 
small amounts of whisky are enjoyed. 
an example of attention to busi- 
ness, there is the paragraph: 
; And even to those to whom whisky 
oes not mean actual deprivation, we 
oe ee whisky as a luxury. A 
oa of good, aged whisky will bring 
tion pres eee vane satisfac- 
den qualite.” whisky of dubi 


_ Although only the one “drink mod- 


erately” advertisement has been 
scheduled so far, letters requesting 
comment on the “new campaign” 
were sent prominent social-minded 
persons. Mr. Peffer said that replies 
received in advance of the advertise- 
ment’s publication indicated the cor- 
rectness of the company’s position, 
but that the company has not yet de- 
cided -whether to proceed alone 
toward the education objective. 

His remarks indicated that Sea- 
gram’s is disappointed at the failure 
of the industry to cooperate in edu- 
cational tasks. However, he prefers 
to let the industry decide whether 
drastic copy censorship, or coopera- 
tive educational copy similar to the 
Seagram’s sample, or both types of 
advertising effort, is required. 

It is said in trade circles that Sea- 
gram’s is justified in taking a far- 
sighted view because of the com- 
pany’s rapidly increasing stake in the 
distilling industry. Comparative sales 
figures are not available, but with ad- 
vertising expenditures in newspapers 


as one means of estimating, it is be- 
lieved that Seagram’s is receiving an 
important share of the blended 
whisky volume and a big portion of 
the bonded business. 

Separate newspaper campaigns have 
supported the two lines since their 
introduction in the United States, 
and they will not be affected should 
the educational campaign be contin- 
ued. Currently, the bonded whisky 
advertising features the company’s 
tremendous stocks, and the blended 
whisky copy capitalizes on the good 
opinion of professional whisky test- 
ers. 


Florists’ Group Appoints 


The International Florists’ Tele- 
graph Delivery Association, with 
headquarters in Detroit, has _ re- 
appointed Brooke, Smith & French, 
Inc., also of Detroit, as advertising 
counsel, according to Otto Lang, Dal- 
las, Texas, newly elected president. 
The association expects to continue 
its aggressive campaign. 


Davis Evolves 
New Phrase for 


Business Press 


Chicago, Oct. 17.—“Service ability” 
was the phrase created today by 
Fred R. Davis, General Electric Com- 
pany, Schenectady, N. Y., to indicate 
the quality a space buyer looks for 
in evaluating a business paper. His 
ideas on this subject were presented 
at a meeting of the Chicago Business 
Papers’ Association, presided over by 
W. R. Swartwout, Bakers’ Helper. 

In addition to the circulation in- 
formation which a business publica- 
tion is expected to provide, and which 
in many individual cases should be 
broken down in more detailed form 
than the usual circulation statement 
provides, Mr. Davis laid special em- 
phasis on the editorial authority 
which a business paper must show to 


—— = 


demonstrate its ability to serve the 
reader and hence the advertiser. 

“Service ability,” he suggested, in- 
cludes ability on the part of the pub- 
lisher to serve his readers, himself, 
his community or industry and his 
advertisers. 

P. L. Thomson, Western Electric 
Company, New York, president of the 
Audit Bureau of Circulations, and 
O. C. Harn, managing director of the 
A. B. C., were present and commented 
briefly on the 20th anniversary cele- 
bration of the bureau. 


Names Keelor & Stites 


The A, Nash Company, Cincinnati, 
America’s largest direct selling tailor- 
ing organization, has appointed Kee- 
lor & Stites Company, Cincinnati, to 
place advertising. 


Paper Changes Name 
The New York Physician and Pri- 
vate Hospitals Magazine has changed 
its name to New York Physician, et. 
fective with the October issue. 


TI 


Sok 


TEXT 
VELLUM 
EGGSHELL 


ENGLISH FINISH 


I 


From the crowds thronging a busy thoroughfare we instinctively single 
out certain individuals who “stand out” because of their appearance. 
This principle holds true when applied to the constant stream of printed 
advertising which flows through the average business office and home. 
Once this favorable attention has been arrested, a most important step 
in effective advertising has been attained. Paper furnishes the back- 
ground for the message, creates the atmosphere and adds to the gen- 
eral effectiveness. TICONDEROGA Book Papers are watermarked in 
TEXT, VELLUM, and EGGSHELL and unwatermarked in ENGLISH FINISH. 
They are leaders in their respective fields and combine fine appearance 
with exceptional printing qualities at moderate cost. For folders, booklets, 
brochures, house organs and announcements specify TICONDEROGA Book 
Papers.Ask your printer or paper distributor for test sheets and specimens. 


ROGA 


Address All Requests to Sales Dept. F 


INTERNATIONAL PAPER COMPANY 


220 East 42nd Street, New York, N. Y. 
BRANCH Orrices: Atlanta, Boston, Chicago, Cleveland, Philadelphia, Pittsburgh 


Pl So aes oe he tO er ae need. ai Sa oad Lane OU aR, ig es a van Sea re LA. 
a ey cae eine WS 1, Cage A ha” OER Be een er rag oa beeen v. Meee Mey 3 Re ae eS Ss ee RS Ne Re | 
saa PE cial Cap si PaME i a . & eee 1 oe Stes ee we Ee ee RLS? gang tn ca oy eae Aes Wee Re SS ca ern Yee mth & ry Se Re ewe Sad haat ie ae BE ty Pee AR Pe oe Foe ee ee ee ee — 
gf oe Re hoe : RE he ap cual Le IER tig. Ree eres SA ee Ahatat RTs Sone, , Wier. BN POD be ae el ic 2S aan: a ee Ne RP eal Ue PO ran os Perens & ee We tages oles purge Fee RT Fe are Be ioe 
eaath O sit 2 ae yr “ght eR bae 2s. oe 8 We UE es, (o'r Pern Pee ol ee oe weg We yen Pe Ree h Varga ee | tae ais bye ga ge Ls 7 ite oe See 4 Re eae oe es i es iting Can ie ee 5 Mg Oe ae are i EE ht We Ree ie Sone: 
aks oe sey He ge aa ee xe i ae ‘ Se NTL Seen! iM, oa sp pee ae A ee, oy Se Ak ee ba at seal ©) Sree or Se id cy at. ie cere BR eaalipete. os de eee era ora ya watts dai a bo ey ee eaey ss tk 
| P + = a aoe arian aa te eS = os - ; ef Hos eee Me ae < doen aay is ha ry ean 
t » ® * coal Ase ahs at 
Po ee ‘ “toes sa 
= ress eee < | 
ee _ | ee Be 
i ae r a 
a 
' 
BS ee noon mers omens ae see: 
ig by 3 ry + ay anon gated 
| | ore 
- _ ett: Toe e 
What Common Sense Sua = : 
| wt: —_———— . 
Through geoemsions, t has siweys ocoupred JOSEPH £. SEAGRAM © SONS, INC. | 
j 
| 
es ee ee | 
Pipes. mi 
eee 
= ea 
/ | ZW ZZ | 
\ ee 
Gy eee ie 
4 — are bts a 
6 ioe Ulead 
13 a 
iH . 
2 
4 
t 
1) 
94 ny —“ 7, | Z | 
54 \ P 4, — nN 
$2 4 
97 
06 ; 
4 sl ly 
36 pian ‘ eh 
55 rf aa, Berane” 
es o ee 
a “er oh ss ™~ - 
179 : | 
B34 , 
385 
010 4 _ —_ 
139 Netnemetaeiedl” , 
839 
700 on | 
479 4 
506 
978 | 
081 : , 
178 
303 { 
954 En ate 
tt ae 
413 ae 
Ea ke aie 
Se aaa 
one ™ iia 
ion, , 

“ 403 Sidig an aa" 
ser” i; ee th 
” 
1e8 
ent, nd 
any, —_— 
irge y \ 
pub- 
wld, : 
and —- — 

of seen 
> in SC | 
ark, 
sing 
and 
hree : 
Blue od 
ther 
——— Z 
stab- : , 
ising 
aper : . 
ined 
c 
2 bf ty ms 
vee 
ast SES a 
eas | se 

2 i Oe GROEN Rag Cage Rela Scart 7 ‘ es 

Ske é , vas “ge (iar Nee eae x r } x i : Re aoa Wenge es 
_ r oP * mate Le MN “ont ee eed ee RSL Ba ected ee ee ce ees et / = f “3 ; iu . $ 7 : ts i eR bees ogee eas (ae ae 


22 


ADVERTISING AGE 


October 20, 1934 


FARM PAPERS: 
LINEAGE RISES 
IN SEPTEMBER 


Chicago, Oct. 18.—Advertising in 
the farm press in September was up 
some 8.4 per cent comp?red with 
September of last year, l.uweage fig- 
ures for the month compiled by Ad- 
vertising Record Company show. 

Although it is difficult to compare 
figures for many of the farm papers 
because a different number of issues 
was published in the two comparable 
months, 21 monthly and semi-monthly 
publications, which had the same 
number of issues in 1933 and 1934, 
carried 14,571 more lines of advertis- 
ing, exclusive of baby chick, live- 
stock and classified, this year than 
last year. 

Detailed figures for the farm 
papers measured by Advertising Rec- 
ord Company, exclusive of baby 
chick, livestock and classified, are 
given below: 


Monthlies 
1934 1933 
Country Gentleman ....26,297 19,119 
California Citrograph ..14,848 10,846 
Capper’s Farmer ....... 14,675 14,692 
Progressive Farmer and 
Southern Ruralist 
Georgia-Alabama Ed..13,855 11,237 
Carolinas-Virginia Ed.13,298 12,914 
Texas Edition ....... 11,891 12,962 
Mississippi Valley Ed..11,828 11,280 
Kentucky-Tennessee 


S Saab 4 bbe wees 6's 1,618 10,428 
pO eee 9,145 9,807 
Average 5 Editions...12,498 11,764 

Successful Farming ....11,800 13,834 
Country Home ......... 9,872 10,157 
Southern Agriculturist . 7,852 9,031 
Western Farm Life..... 6,771 3,964 
Southern Planter ...... 5,728 5,710 
Farm Journal ......... 4,807 3,948 
Wyoming Stockman- 

Farmer ...... cecccs 8,808 8,968 
Breeder’s Gazette ...... 2,083 3.291 
Bureau Farmer ...... 682 1,981 

_ Semi-Monthlies 
Arizona Producer ...... 13,385 6,800 
Oklahoma Farmer-Stock- 

Sn aia elie ue ath hos 11,797 10,943 
Farm & Ranch ........ 11,321 13,871 
Montana Farmer ..... - 8596 7,289 
Hoard’s Dairyman ..... 7,705 8,981 
Utah Farmer ..... pesce Gaee Gua 


Missouri Farmer .....-- 5,821 
1Arkansas Farmer ..... 4,796 2,432 


*Bi- Weeklies 


Wallaces’ Farmer and 
Iowa Homestead .....21,032 
2Indiana Farmers Guide. 20,681 
American Agriculturist.19,829 9,960 
Local Zone Adver- 


te «i cebecwesers 3,642 5,006 
California Cultivator ...16,669 14,592 
Rural New-Yorker ....16,172 10,443 
Pennsylvania Farmer . .15,732 9,882 
Farmer and Farm, Stock 

and Home 

Minnesota Edition .. 13,101 15,569 
Dakotas-Montana Ed. 9,974 11,308 
Local Edition .......-- 7,530 3,052 
Ohio Farmer .....-+->-> 12,726 10,862 
Nebraska Farmer ....-- 12,716 15,837 
Zone Advertising .... 6,477 5,498 
Average 6 Editions . 13,824 ..... 
Dakota Farmer ......-- 12,302 11,707 
Prairie Farmer 
Illinois Edition ...... 12,152 12,785 
Indiana Edition ....-.- 9,339 10,322 
*Washington Farmer ..11,874 10,798 
Michigan Farmer ‘a ‘ ae st 6,891 
nsin Agriculturis 
aan ertnee oa evews 10,283 13,339 
*Oregon Farmer ....---- 10,006 10,653 
SIdaho Farmer .....---- 9,885 10,016 
New England Homestead 8,566 7,576 
SMissouri Ruralist 3a 7,440 6,474 
8 Farmer (Ma 
iene) ae Cees re 7,251 8,737 


Weeklies 


‘Pacific Rural Press... .19,866 
sWeekly Kansas City Star 
SMissouri Edition ....12,978 15,154 


21,987 


tKansas Bdition ..... 12,936 14,279 
S5Arkansas-Oklahoma 
BaGition ...--+eeeee> 12.908 11,654 
‘Capper’s Weekly ....--- 7,561 6,698 
Semi-Weekly Farm News 
‘Friday Edition .....- 5.879 2.975 
®*Tuesday Edition ...- 5,796 5,394 
*Dairymen’s League 
» | ra 1,998 1,872 


*Three issues in September of each 
year, unless otherwise indicated. 

1Only one issue in 1933. 

*Three issues in 1934, two in 1933. 

®°Two issues in both years. 

4Five issues in both years. 

tFour issues in both years. 

*Four issues in 1934, five in 1933. 


Two Join McCann- 
Erickson in S. F. 


Vernon Churchill, formerly an ac- 
count executive with Erwin, Wasey & 
Co. on the coast and in Chicago and 
St. Louis, has joined McCann-Erick- 
son, Inc. 

Charlotte Raible, recently with the 
Emporium, San Francisco depart- 
ment store, has joined the agency in 
the food division. 


Bureau of Census Report on 
Wholesale Trade for Ohio 1933 


shows... 


ON 3d 


Summit County (Akron) as exceeded 
only by Cuyahoga County (Cleveland) 


and Hamilton County (Cincinnati). 


The Bureau of Census Report shows 
that Summit County has 304 Whole- 
sale establishments with net sales in 
1933 of $130,051,000 and a yearly 


pay roll of $8,649,000. 


°“AKRON 


BEACON 


JOURNAL 


Member of A. B. C.—A. N. P. A. 


Major Market Newspapers, Inc. 
Represented by Story, Brooks & Finley 


TOO MUCH COPY 
ON LOCAL RATE, 
INLAND WARNED 


Publishers Seek Solution of 
Vexatious Problem 


Chicago, Oct. 18—A spirited dis- 
cussion on the subject of keeping na- 
tional advertisers from securing the 
local rate was the highlight of the 
meeting of Inland Daily Press Asso- 
ciation which closed here yesterday. 
Gathered for their regular two-day 
session in connection with A. B. C. 
week, members of the Inland de- 
voted the major portion of their time, 
as usual, to informal, round table 
discussions of a variety of editorial, 
circulation and advertising problems. 
R. D. Sanche, of the Wausau, Wis., 
Record-Herald, led off the local-na- 
tional rate question at the final ses- 
sion yesterday afternoon with an 
earnest appeal that immediate and 
definite action be taken to solve the 
problem. 

“We have talked about this situa- 
tion and this problem for a number 
of years, both in this organization 
and in others,” he said. “But in the 
past all of our talk has led to noth- 
ing. We have adopted resolutions 
on the subject, but nothing has come 
of them. 


Sees National Copy Disappearing 


“I strongly urge that definite and 
immediate action be taken. Don’t 
adopt a resolution and promptly for- 
get about it. Let’s settle the problem, 
once and for all,” he declared. “If 
we don’t, it won’t be long before only 
automotive, tobacco and gasoline ad- 
vertising will be placed on national 
rates—and then we might as well 
cut out the differential altogether, 
since there is no valid reason why 
these classifications should be penal- 
ized.” 

The greatest share of the blame 
for a situation in which every type 
of manufacturer has been enabled to 
secure retail or local rates for his 
newspaper advertising lies with the 
newspapers’ local advertising staffs 
and the publishers, Mr. Sanche as- 
serted. Publishers have been too 
eager to judge the worth of their 
local advertising men merely by their 
lineage records, he said, with the 
result that the local men themselves 
have been exhorting national adver- 
tisers to place their copy through 
local dealers and thus secure the re- 
tail rate. 

“Until the publisher realizes, and 
makes his local advertising staff 
realize, that the important thing is 
the earned rate, and not the lineage 
increase, this situation will grow 
steadily worse,” he said. 
“Newspaper rates as they now 
exist present a bewildering front to 
the advertiser and agency,” he con- 
tinued. “What is local advertising 
in one city or state is national in 
another, and there is no uniformity 
in the rate structure, although the 
newspapers in one or two states have 
drawn up fairly comprehensive defi- 
nitions of local and national adver- 
tising. 

“If this matter of national adver- 
tising appearing at local rates meant 
merely the loss of $1,000 or $1,500 
a month to the publisher, it would 
be bad enough,” he said, “but it is 
worse than that. The confusion and 
lack of uniformity in the rate struc- 
ture is driving the national adver- 
tiser out of the newspaper and into 
other types of mediums.” 

Committee to Be Named 


Mr. Sanche’s paper stirred up a 
considerable amount of discussion 
from the floor, much of which was 
“off the record.” As a result of his 
paper and the discussion Verne E. 
Joy, Centralia, Il., Sentinel, Inland 
president, announced that he would 
appoint a committee of three to go 
into the matter thoroughly and to 
render a report before the February 
meeting of the organization. 


The association was also Promised 


COMPLETE WARDROBE 


Boyd's and Jobuston & Murpby Introduce 


the SMARTEST SHOE IDEA in Years! 


Complete shoe wardobe, with 19 
different styles on one last, is now 
being offered by Johnston & 
Murphy. A special trunk is also 
included. Single styles may be 


purchased, as usual. 


a complete report on the activities 
of its radio committee at this meet- 
ing by E. H. Harris, Richmond, Ind., 
Palladium-Item, who reported that 
“the committee has been too busy 
working out the numerous problems 
which needed attention to write a 
report.” 

Another feature of the meeting 
was a talk by G. R. Schaeffer, pub- 
licity and sales promotion manager 
of Marshall Field & Co., Chicago, on 
institutional advertising of a retail 
store. 

Speaking on “Does Institutional 
Advertising Pay,” Mr. Schaeffer as- 
serted flatly that it does. “We be- 
lieve that it is more important to 
sell the store or an entire depart- 
ment that to sell a single item of 
merchandise,” he said. “For this 
reason we prefer to use the term 
‘store selling’ rather than ‘institu- 
tional’ advertising, and our belief in 
its value is demonstrated by the fact 


that we have spent over $200,000 in 
a single year in this kind of effort.” 

The big object of a store’s adver. 
tising should be to create favorable 
impressions which will remain in the 
public’s mind long after any partie. 
ular advertising is foregotten. Mr. 
Schaeffer declared. He cited a num- 
ber of specific examples to prove 
that “store selling” copy need not 
necessarily be that commonly recog. 
nized as institutional, but that ip 
many cases it can be effectively tieq 
up with sales copy. 


Confidence Is 
Greatest Need, 
Chester Avers 


New York, Oct. 18.—Confidence ig 
still the one thing most needed to 
cause American business to go 
ahead, C. M. Chester, president of 
General Foods Corporation, declared 
in a radio address here tonight. 

His talk inaugurated a new pro- 
gram, “Forum of Liberty,” under the 
sponsorship of Liberty, which will 
be heard Thursday evenings over 
the basic CBS network. With Erwin, 
Wasey & Co. in charge, a speaker of 
national prominence in the field of 
business or public life will be pre- 
sented each week. 

Mr. Chester protested against the 
trend toward higher taxation, citing 
the rise in the tax bill from $3,900,- 
000,000 in 1929 to $7,200,000,000 in 
1934 and pointing out the tax bur- 
den is largely responsible for the 
rising prices of the products of in- 
dustry. 

Factors which will favorably in- 
fluence the building of confidence, he 
said, include a balanced budget, a 
stabilized dollar, and assurance there 
will be no extraordinary inflation, 
that the spending of public money 
will be curbed and that the govern- 
ment will not attempt to run all 
business. 

The National Housing Act was 
commended by Mr. Chester as a most 
constructive piece of legislation, and 
he urged that it be given the full- 
est support. 


Every industry has its leading 


publication . . . a magazine 


whose alert, able, courageous 


editorial leadership has created 


a following among the worth- 


while men of that industry. 


Where reader interest is 


keener, advertising naturally 


digs in deeper. 
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FIVE-DAY WEEK 
BIVES PROBLEM 
TO NEWSPAPERS 


Saturday Lineage Down; Nu- 
gent Offers Plan 


Chicago, Oct. 18.—The five-day work 
week, toward which the country 
seems to be moving, has created a 
new problem for Saturday news- 
papers, it was indicated at the meet- 
ing of the Newspaper Advertising 
Executives Association at the Ste- 
vens Hotel yesterday. 

George J. Auer, of the New York 
Herald Tribune, president of the or- 
ganization, said the problem of main- 
taining Saturday lineage has become 
an acute one. 
committee, headed by Herbert S. Con- 
lon, Grand Rapids Press, to study the 
problem and evolve a solution. 

Mr. Auer indicated that the N. A. 
E. A. will broaden the scope of its 
operations by working more closely 
with the Bureau of Advertising, 
American Newspaper Publishers As- 
sociation, Major Market Newspapers, 
Inc., and other organizations, while 
pursuing important projects of its 
own. He named Alvin R. Magee, 
Louisville Courier-Journal and Times, 
chairman of a committee to co- 
operate with these associations in 
the development of newspaper line- 
age. 


Study Inflation Clause 


Hoyt F. Boylan, Palladium-Item, 
Richmond, Ind., was appointed chair- 
man of the membership and finance 
committee. Another committee will 
make a study of rate cards, including 
their varying special conditions, and 
report at the June meeting. This 
committee will investigate the status 
of inflation clauses giving news- 
papers the right to cancel contracts 
on appropriate notice. Use of such 
clauses is said to be on the wane, 
however. 

Irwin Maier, Milwaukee Journal, 
was appointed chairman of a commit- 
tee to study merchandising require- 
ments of advertisers and if possible 
make recommendations as to stand- 
ards which should be adopted. 

William D. Nugent, vice-president 
of Media Records, Inc., outlined the 
“Olympi-Ad Plan of Reviving Adver- 
tising,” which is based on the desire 
to make newspaper advertising prof- 
itable to the user and on an honest 
analysis of sources of revenue to pro- 
vide a balanced newspaper. 

Taking 100 per cent as the figure 
for each retail advertising classifica- 
tion in 1929, Mr. Nugent delved into 
his records to show that the depres- 
sion caused a “disorderly retreat” of 
retail advertisers. While department 
store advertising fell only from 100 
to 80.1 per cent between 1929 and 
1933, for instance, radio advertising 
declined from 100 to 13.4 per cent 
and drug store advertising from 100 
to 71.5 per cent. 

An orderly sales program would 
have prevented this haphazard reces- 
Sion in retail lineage, Mr. Nugent 
argued. At the same time, he gave 
his prescription for climbing back to 
the heights of 1929 in the next few 
years. It consists of concentrating 
Sales pressure on classifications which 
have suffered most—in other words, 
reversing the process which occurred 
each year since 1929. 

Mr. Nugent presented a chart 
Which showed the exact amount of 
improvement which must be made in 
ach classification in order for it to 

n the work of redemption. He 

told the newspaper executives that 
they could cooperate most effectively 
with the recovery program of the’ 
country by helping these retailers 
use newspaper advertising to meet 
their competition. 
At the request of the newspaper 
men, Mr. Nugent consented to draw 
UD a similar chart for the national 
advertising field, showing losses in 
each classification and the amount of 
round which must be made up each 
year to reach 1929 levels, 


He appointed a new}. 


Tom Murphy, of the Janesville, 


Wis., Gazette, read a paper written 

by an unidentified department store 

executive, who placed on department 

stores, rather than newspapers, blame 

for failure of advertising to produce 

results, P 
Fail on Selling 

This store, according to the paper, 
made a customer check of certain de- 
partments which relied heavily on 
newspaper advertising. This count 
revealed that while the newspaper 
copy pulled prospects into the store, 
neither the merchandise nor the sales 
people were able to do a satisfactory 
selling job. In one instance, only 
one out of ten visitors to the store 
bought the merchandise. 

The department store man also 
criticised his fellows for the current 
tendency to try to do business with- 
out stocks. Thin stocks, he asserted, 


account in part for the large percent- 
age of returned merchandise. 

He concluded by urging assembly 
of a line of nationally advertised 
“leaders”—one leading item from 
each famous line. This exhibit 
would be routed through the coun- 
try, and according to the theory, 
would give department stores and the 
public a new conception of quality 
merchandise and advertising. It 
would also, in the opinion of the 
department store man, “harmonize 
national advertising with retail sales 
effort.” 


Marks 300th Broadcast 


The 300th performance of the Sin- 
clair Greater Minstrels will be cele- 
brated with the broadcast of Mon- 
day, Oct. 22, over an NBC-WJZ net- 
work at 9 p. m. EST. 


“Golf Illustrated” 


Names Representatives 


Helen Seitz has joined the staff of 
Golf Illustrated in the New York of- 
fice. Newly appointed representa- 
tives are: 

J. W. Greely, 603 Stewart Bldg., 
Seattle; Robert F. Farnham, 201 N. 
Wells St., Chicago; and J. McA. 
Johnson, 66 Marshall St., Brookline, 
Mass., for New England. 


Joins Ale Maker 


Y. H. Chalifoux, who has been with 
Lord & Thomas, Sharer Gillette Com- 
pany, Thorola Radio Company, Na- 
tional Cash Register Company, and 
who for the past six years was gen- 
eral sales and advertising manager 
for the Atlas Brewing Company, Chi- 
cago, has been named assistant to 
the president of Brewing Corporation 
of America, maker of Carling’s Ale. 


| Agency Establishes 


Radio Department 


Strang & Prosser Advertising 
Agency, Seattle, has established a 
special radio department, under the 
direction of J. R. Lunke. 

Mr. Lunke has for the past sev- 
eral years been with the commercial 
department of the National Broad- 
casting’ Company, and KOMO and 
KJR, Seattle. 


Pushes Shore Resorts 


A statewide organization to adver- 
tise New Jersey’s shore resorts has 
been formed by Percy H. Jackson. 
member of the Cape May County 
Board of Freeholders, who is presi- 
dent. The group, to be known as 
New Jersey for Health and Happi- 
ness, Inc., will seek an appropriation 
from the legislature. 
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HOSPITAL MANAGEMENT 
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Braden Advanced 
by Type Founders 

Fred Braden has become manager 
of the San Francisco office of Amer- 
ican Type Founders, succeeding John 
S. Pinney, resigned. 

Mr. Braden has been manager of 
the Seattle branch for the past five 
years. His successor there has not 
been appointed. 


Discuss Design Course 
An open meeting for art directors 
and artists who are interested in 
the layout and design course to be 
conducted in Chicago during Novem- 
ber by Joseph Binder, will be held 
_ 24 at 7 o'clock at the Kimball 
g. 


Exhibit Outdoor Art 


The Fifth Annual Exhibition of 
outdoor advertising art will be held 
in Chicago Nov. 8-17 in the galleries 
of Marshall Field & Co. Inquiries 
concerning entries should be ad- 
dressed to Outdoor Advertising Art 
Exhibit, 515 S. Loomis St., Chicago. 


PROUD § 


What are you proud of? 
Product? Patents? Plant? 
Personnel? A big order?’ An 
appreciative letter from some 
customer? 


Whatever it is you like to 
put on your bulletin board, 
and to show to your col- 
leagues, is news for the whole 
field—news that your custom- 
ers and prospects like to know 
about. 


If your customers and pros- 
pects are engineers and con- 
tractors in the civil engineer- 
ing and construction field, the 
bulletin boards that will dis- 
play the news you're proud of 
where they’ll see and read it 
are the advertising pages in 
Engineering News-Record and 
Construction Methods. A great 
many advertisements in these 
two publications are actually 
planned in the spirit of news 
releases, which you'll appre- 
ciate makes the most effective 
use of these publications—the 
quickest, most certain way of 
establishing reputation in this 
immense field. 


Have you looked over the 
ads in E.N.-R. and C.M. lately? 
Let us send you sample 
copies. Go through them and 
note the way advertisers are ' 
using the advertising pages as 
news pages. They talk about 
big orders, repeat orders, the 
commendation of users, un- 
usual accomplishments, new 
adaptations, improved de- 


signs, engineering personnel 
—everything that’s news to 
their own staffs and news to 
their customers and prospects. 
Good advertising—in...... 
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VELURE LOTION 
INTRODUCED BY 
BAUER & BLACK 


Be Enlarged 


Chicago, Oct. 18.—A highly concen- 
trated rotogravure campaign in four 
Middle Western cities marks the en- 
try of Bauer & Black into the toilet 
goods field with Velure rapid lotion 
to retail at 50 cents for a four-ounce 
bottle. The product had been given a 
consumer test early in the year in 
Duluth, Eau Claire and La Crosse, 
Wis., and met with popular accept- 
ance, officials declare. 

Initial copy broke last week in the 
Sunday rotogravure sections of the 
Chicago Tribune and the Peoria, IIl. 
Star, which together with the Mil- 
waukee Journal and the Duluth 
News-Tribune will comprise the 
schedule to run through March. Copy 
will range from 400 to 1,000 lines, 
aside from a full color page in the 
Chicago Tribune and a half page in 
color in the Milwaukee Journal on 
Oct. 28. 


tional new lotion that helps nature 
keep hands smooth by restoring the 
flow of natural oils, the text explain- 
ing that “you can’t ‘feed skin’ from 
the outside.” The new lotion, it is 
declared, is quickly absorbed to the 
inner skin where it protects and aids 
nature’s oil cells, restoring their nor- 
mal flow of softening oils to the outer 
skin. 

In the merchandising set-up a spe- 
cial one-cent introductory offer is be- 
ing used and featured in the copy. 
With each dozen 50-cent bottles the 
retailer receives a display basket con- 
taining 36 purse-size bottles to sell at 
one cent. Each trial bottle is at- 
tached to a card bearing a sales mes- 
sage about the new product. The 
reverse side carries an introductory 
offer of one full size 50-cent bottle for 
39 cents with the card. 


Gains Tryouts 


The retailer is instructed to affix 
his label in the lower right hand cor- 
ner and return to Bauer & Black for 
redemption according to agreement. 
According to Arthur H. Ogle, vice- 
president of Needham, Louis and 
Brorby, Inc., directing the account, 
the one-cent introductory offer has 
met popular favor with the desired 
results of effecting the initial sale of 
the full-size bottle. ; 

Velure is orchid in color and deli- 
cately scented. The bottle is an au- 
thentic copy of an early American 
hand-blown bottle with a plastic 
closure of soft green, contributing an 
attractive and pleasing color har- 
mony with the product. The top of 
the bottle is designed for shaking out 
one drop at a time and a special 
tab on the bottle cautions against 
using more than two drops at a time, 
thus accentuating the economical 
feature of the new lotion. 


Bigger Thermat Drive 


The second national campaign for 
the company’s Thermat magic heat 
pad will break with a full color page 
in the Nov. 24 Saturday Evening 
Post and a black and white page in 
the December Woman’s Home Com- 
panion. Other mediums to be used 
which will carry space of varied 
sizes include Christian Herald, Farm- 
er’s Wife, Good. Housekeeping and the 
Metropolitan Group rotogravure sec- 
tions. The schedule starts earlier 
and runs longer than last year, going 
through March. 

This is the third selling season for 
the product, which is showing a con- 
stant increase in sales although when 
first introduced it was looked upon 
by many as a novelty. A new low 
price pad to sell for 69 cents will be 
introduced this year as a companion 
to the regular dollar nuniber. 

Copy during the holiday season 
will promote the product as a gift 
item in a specially designed holiday 


package. 


Schedule for Thermat Pad to 


The product is styled as a sensa- 
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During 


the holiday season the gift suggestion will be strongly used 


in Bauer & Black's second national campaign for the Thermat magic 


heat pad 


which will break in November. This year's schedule has 
been lengthened and some color will be used. 


OUTDOOR'S BAN 
ON LIQUOR COPY 
IS REAFFIRMED 


Chicago, Ill., Oct. 17.—The organ- 
ized outdoor advertising industry 
will continue to refuse the advertis- 
ing of spirituous liquors on its poster 
panels, it was decided here today at 
the 44th annual convention of the 
Outdoor Advertising Association of 
America. Those attending the con- 
vention voted to re-affirm the resolu- 
tion adopted in March, 1915, which 
prohibits any member from accept- 
ing liquor copy for posting. 

Copy may continue to be accepted 
for display on painted bulletins and 
spectacular display units. In gen- 
eral these types of outdoor advertis- 
ing are found only in the larger cities 
where anti-liquor sentiment is not 
so strong. 

Prior to the meeting no strong 
sentiment for changing this policy 
had developed, but the subject had 
been held over from the annual meet- 
ing a year ago in order that enough 
time following repeal might elapse 
to allow more detached considera- 
tion. 

Maps in Demonstration 


Maps of seven typical cities in dif- 
ferent parts of the country were dis- 
played at the meeting to show the 
effect that liquor posting would have 
in the community. On each of the 
maps the local playgrounds, schools, 
churches and parks were spotted in, 
and a transparent overlay bearing 
the locations employed in a typical 
poster display was used to demon- 
strate how closely the distribution of 
the panels would parallel the distri- 
bution of these institutions. The com- 
pilation showed that in these seven 
cities from 20 to 51 per cent of the 
panels would be immediately adja- 
cent to at least one church, school 
or park. 

In spite of distillers’ announced 
willingness to grant copy censorship 
and the selection of panels not in 
the vicinity of any place of this na- 
ture, the association was unwilling 
to accept this class of business, for 
selection of locations would break 
down the association policy of bal- 
anced showings giving equal visibil- 


ity and circulation to all advertisers. 

It was also felt that acceptance 
of liquor posting would bring on a 
flood of restrictive ordinances and 
complaints from women’s clubs which 
might eventually lead to harm to 
all forms of advertising. 


A good deal of trouble with those 
from whom land is leased for the 
erection of structures was predicted, 
with the possibility of losing many 


of the best locations. Before 1915 
it was customary to have a. clause 
inserted in the lease if the landlord 
did not want liquor advertised on 
panels on his property. 

The effect on other advertisers 
was also cited and a number of let- 
ters from outdoor customers were 
read explaining why it would be un. 
desirable for liquor to be advertised 
on panels in the vicinity of their own 
displays. 

Finally, it was demonstrated that 
on the basis of the last year in which 
such advertising was accepted, the 
volume which could be developed 
would be small and would center in 
the large cities where it would not 
bring relief to the small operators 
now most in need of additional vo)- 
ume. In 1915 the total national 
poster billing for liquor was ex- 
ceeded by the painted display billing 
in New York alone. 


Tate Heads Bureau of 


Advertising in West 

Robert T. Tate, formerly in the 
New York office of the Bureau of 
Advertising, A.N.P.A., has _ been 
named western manager of the bu- 
reau, with headquarters in Chicago. 
Previous to his connection with the 
bureau, Mr. Tate had been on the 
staffs of Hanff-Metzger, Inc., Curtis 
Publishing Company, Albert Frank 
& Co., and Procter & Collier Com- 
pany. 

First public announcement of Mr. 
Tate’s appointment to his new post 
was made at the concluding session 
of the Inland Daily Press Associ- 
ation in Chicago Wednesday by Wm. 
A. Thomson, director of the Bureau 
of Advertising. 


Judge Approves Code 

Validity of the Wisconsin recovery 
act and automobile retail code was 
sustained Oct. 16 by Madison Cir- 
cuit Judge A. G. Zimmerman, who 
dismissed the complaints of five car 
dealers who questioned the constitu- 
tionality of the legislation. 


Foley’s New Client 
The Richard A. Foley Advertising 
‘Agency, Inc., Philadelphia, has been 
appointed to handle advertising of 
the Pennsylvania Warehousing & 


Safe Deposit Company, also of 
Philadelphia. Newspapers are being 
used. 


Forty-seven and 
eight tenths of 
the population 
of Michigan is 
concentrated in 
the Detroit Trad- 
ing Area. 


Sales and advertising costs 
are lower—distributing and 
transportation more effi- 
cient and economical in 
large metropolitan markets. 


Proximity of population to 


Detroit Trading Area. 


Detroit Trading Area. 


THE HOME 
New York 
I. A. KLEIN, 50 E. 42nd St. 


THE DETROIT TRADING AREA 
IS YOUR MARKET IN MICHIGAN 


ready response to advertising effort. 


A newspaper advertisement commands the greatest 
_. reader attention in the market. where the paper carrying 
that advertisement is published. 


95% 


of the News daily circulation is concentrated in the 


ai 84%, . 
of the News Sunday circulation is 


The Detroit News 


your retail outlets results in 


concentrated in the 


NEWSPAPER 
Chicago 
J. E. LUTZ, 1899 N. Michigan Ave- 
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MACFADDEN 
PUBLICATIONS, INC. 


ACQUIRES 
PHOTOPLAY 


MAGAZINE 


WITH THE DECEMBER ISSUE 


The qualities of dignity, intelli- 
gence and mechanical beauty 
which have made Photoplay 
unique in the motion picture 


field will be unchanged. 


Herbert Donohoe and Curtis Harrison 
Will Continue as Eastern and 


Western Advertising Managers. 
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A.B.C. DEVOTES 
MUCH OF TIME 
TO NEWSPAPERS 


(Continued from Page 1, Col. 5) 
tion of business paper forms, more 
detailed occupational analyses in 
business paper reports, liberalizing 
the arrearage provisions of the rules, 
and changing the eligibility rule re- 
garding paid circulation, all of these 
subjects being referred to the board 
of directors. 


All Officers Re-elected 


All of the officers of the Bureau 
were re-elected. P. L. Thomson, 
Western Electric Company, New 
York, was chosen president, continu- 
ing the work which he has done since 
1927, when he was first made the 
head of the Bureau. Fred R. Davis, 
General Electric Company, Schenec- 
tady, N. Y., is first vice-president; 
Stanley R. Latshaw, Butterick Pub- 
lishing Company, New York, second 
vice-president; Ralph Starr Butler, 
General Foods Corporation, New 
York, third vice-president; T. F. Dris- 
coll, Armour & Co., Chicago, secre- 
tary, and E. R. Shaw, Power Plant 
Engineering, Chicago, treasurer. 

Marco Morrow, Capper Farm Press, 
Topeka, Kan., was re-elected a di- 
rector representing the farm paper 
division, and the following were 
named on the farm paper divisonal 
committee: 

Benjamin Allen, Curtis Publishing 
Company, Philadelphia; W. G. Camp- 
bell, Farmer’s Guide, Huntington, 
Ind.; P. D. Mitchell, Farmers’ Ad- 
vocate 4 Home Magazine, London, 
Ont.; Dante M. Pierce, Wisconsin 
Agriculturist 4 Farmer, Racine, Wis.; 
P. E. Ward, Farm Journal, Philadel- 
phia. 

F. W. Stone, Parents’ Magazine, 
New York, was re-elected a director 
representing the magazine division. 

E. Ross Gamble, Erwin, Wasey & 
Co., Chicago, was eletted a director 
for two years, succeeding D. P. Broth- 
er, Campbell-Ewald Company, De- 
troit. The agency divisional com- 
mittee was named as follows: 

L. T. Bush, Blackman Company, 
New York; E. H. Cummings, Wil- 
liam Esty & Co., New York; George 
Pearson, J. Walter Thompson Com- 
pany, Chicago; C. F. Goldthwaite, J. 
J. Gibbons, Ltd., Montreal, Que.; J. 
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MORE ECONOMICAL 


New low rates make AIR 
EXPRESS more econom- 
ical than ever—cheaper 
than overtime ! 


NEW LOW RATES 
NOW IN EFFECT 


Eapress carried in high- 
multi-motor 

ger planes. One express 

receipt covers Nation-wide 

Air, Air-Rail Service. ry 4 
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Other Directors 


Waiter M. Dear, Jersey Journal, 
Jersey City, N. J.,and W. F. Schmick, 
Baltimore Sun, were re-elected di- 
rectors representing the newspaper 
division. 

Mason Britton, McGraw-Hill Pub- 
lishing Company, New York, was re- 
elected a director representing the 
business paper division. 

Directors representing the adver- 
tiser division, re-elected for two 
years, were as follows: 

Ralph Starr Butler, General Foods 
Corporation, New York; Donald B. 
Douglas, Quaker Oats Company, Chi- 
cago; L. R. Greene, Tuckett Tobacco 
Company, Ltd., Hamilton, Ont.; W. 
A. Hart, E. I. duPont de Nemours & 
Co., Wilmington, Del.; Ralph F. 
Rogan, Procter & Gamble Company, 
Cincinnati. 

Stuart Peabody, Borden Sales Com- 
pany, New York, was elected a di- 
rector for two years, succeeding the 
late L. B. Jones, Eastman Kodak 
Company. Eben Griffiths, Socony 
Vacuum Oil Company, New York, 
was elected a director for one year, 
succeeding Franklin Bell, H. J. Heinz 
Company, Pittsburgh, resigned. 

Russell Whitman, the first manag- 
ing director of the A. B. C., was 
present at the final session today, 
and was introduced by President 
Thomson. Formerly a newspaper ex- 
ecutive in Boston, he is now in an- 
other business in Atlanta, Ga. 


Seek Higher Dues 


In his annual report at the open- 
ing session Thursday morning, 
President Thomson stated that the 
deficit of the Bureau for the fiscal 
year ended Aug. 31, 1934, was about 
$20,000, and said that a new sched- 
ule of dues sufficient to pay the 
costs of auditing each group of pub- 
lications would be asked for. 

The A. B. C. now has 1,722 mem- 
bers, a net loss of only ten from the 
preceding year. Because of diffi- 
culties in Cuba, the Bureau has re- 
tired from that field. It has decided 
to continue to audit magazines pub- 
lished in America and distributed 
abroad, following representations of 
publishers that satisfactory means 
of verifying their circulations would 
be supplied. 

Mr. Thomson discussed in detail 
the “two-for-one” subscription idea 
now being used in the magazine 
field to some extent, asserting that 
the plan violates the spirit if not the 
letter of the present rules. 


Violates Spirit 
“When the A. B. C. was first or- 


Cam pbell-Ewsld Com- 


{| ganized,” he said, “it set up as a 


definition of a paid subscription one 
in which the subscriber paid not 
less than 50 per cent of the adver- 
tised price. It was never the inten- 
tion of anyone, publisher or adver- 
tiser, that the difference between 
the full price and this 50 per cent 
was to enrble the publisher to col- 
lect from the individual who wanted 
the publication the full price, and 
to use the balance to pay for an- 
other subscription of someone else 
who had no desire for it nor offered 
any of his own money to buy it. 
“Yet this is exactly what our 50 
per cent rule in the course of. time 
has been twisted into doing. The 
entering wedge came when gift sub- 
scriptions were qualified on exactly 
the same basis as individual sub- 
scriptions. This was taken up by 
certain publishers who featured the 
offering of subscriptions as gifts. 


| At first, of course, such subscrip- 


tions were sold at the full price. 
Then came special cut-price offers, 
and then the two-for-one idea. ‘Send 
us your renewal and we will send 
a year’s subscription to a friend 
without any additional cost.’ By a 
simple bookkeeping trick circula- 
tions thus increased, and they quali- 
fied as paid when they were not 
paid.” 

Mr. Thomson showed considerable 
concern over the situation in the 
business paper field, where adver- 
tisers are now asking for more de- 
tailed information. He pointed out 
the loss of advertising suffered dur- 
ing the depression by this group, 
which is thus less able to assume 
additional expense in providing cir- 
culation data. He also discussed the 


condition there with reference to 
the large number of publications 
with unaudited circulations. 

“The aggregate circulation of 
business paper members of the A. 
B. C.,” he said, “is only 37 per cent 
of the total claimed circulation of 
publications in that field eligible to 
membership. On the other hand, 
magazine members of the Bureau 
represent 75 per cent of the total 
magazine circulation in the United 
States and Canada; farm paper 
members 84° per cent, and news- 
paper members 89 per cent of the 
total circulation of daily news- 
papers. 

“In the last analysis, then, the 
job of educating both publishers and 
advertisers in the business paper 
field to the importance of audited 
circulation remains to be done. The 
Bureau commends the efforts now 
being made to that end by the A. 
B. P., the A. N. A. and the National 
Industrial Advertisers Association.” 


Tribute to Founders 


In paying a tribute to the men 
who founded and helped to develop 
the Bureau, President Thomson 
said: 

“The Bureau’s job is not complete. 
Changing economic conditions bring 
new problems to publishers and ad- 
vertisers, a tightening of the rules 
in one direction and an easing up 
in another. That these problems 
will be solved, and that the evolu- 
tion of the Bureau’s rules will con- 
tinue upon a basis of sound common 
sense seems to me reasonably as- 
sured so long as the organization 
is able to command the high type 
of management and staff which it 
now enjoys; and so long as mem- 
bers continue to elect to the board 
men of the caliber of those who 
have served so faithfully during the 
past 20 ycoars. Their good work is 
a challenge to us of today to carry 
on.” 

Arthur Kudner, president of Er- 
win, Wasey & Co., and chairman of 
the board of the American Associa- 
tion of Advertising Agencies, ex- 
tended the congratulations of the 
agency field to the A. B. C. on its 
anniversary, reviewing the develop- 
ment of advertising which has ac- 
companied the growth of the bureau. 

“In that 20 years,” he said, “we 
have seen advertising steadily alter 
from its first aspect of audacious 
adventure to its present one of cal- 
culated and dependable effect. The 
relation between these two develop- 
ments is not to be explained as 
merely coincidence. More properly, 
it is effect and cause. 


Facts Are Essential 


’ “Ags an enterprise, an occupation, 
a business and social force, an in- 
dustry, advertising grows and will 
continue to grow in direct ratio as 
it earns its way. We are all realists 
enough I am sure to know that it 
will earn its way only as serviceabil- 
ity displaces superficiality, knowl- 
edge displaces opinion, demonstra- 
tion displaces theory, skill displaces 
hope. 

“In this salutary process of dis- 
placement, perhaps the first and cer- 
tainly one of the most concrete 
examples is that provided by the 
Audit Bureau of Circulations. Its 
work and the effects of its work 
gave a young industry struggling 
with an overburden of conjecture 
and uncertainty its earliest factful 
foundation on which to stand.” 

He pointed out that the bureau 
inspired confidence on the part of 
advertisers, afforded a needed facil- 
ity for the effective application of 
circulation to market need and 
coverage, and has stimulated re- 
search dealing with qualitative and 
other circulation factors. He urged 
the simplification of reports to 
stimulate their use and make them 
more easily understood. 

“May I suggest the wisdom,” he 
added, “of continuing to conduct the 
A. B. C. with the sole purpose of 
assisting the intelligent purchase of 
space, or helping the buyer select 
what he needs to reach a given 
market at least expense. It should 
never become an instrument of com- 
petitive strife. 

“There is no reason, it is true, 
why a sound publisher should not 
seek to have unsound circulations 


exposed along lines proper to an 


A. B. C. audit—that is a substantial 
benefit to all advertising—but the 
making of all kinds of special rules 
to uncover all kinds of stunts tends 
to confuse rather than enlighten the 
buyer.” 

Mr. Kudner insisted that the rep- 
resentation of the agencies in the 
membership of the Bureau is far 
too small, and suggested that 
smaller agencies be encouraged to 
join by establishing a sliding scale 
of dues with a minimum as low as 
$100 a year, or $25 a year for each 
of the four divisions of the service. 

In discussing the shrinkage of 
business paper circulations, which 
he said had influenced some publica- 
tions in this class to withdraw from 
the A. B. C., Mr. Kudner said: 

“In times like these, with whole 
industries under hardship, there is 
bound to be shrinkage in trade 
paper circulations—after all, that 
merely combs out the undesirable 
subscribers who offer no business 
opportunity, those unable to afford 
even a trade paper. The remaining 
circulation remains a solid value, 
and should be recorded by the 
A. B. C. 

“If a lower rate is properly due 
the advertiser, it should be made, 
though it does not necessarily fol- 
low that the rate be exclusively 
based on quality of circulation. A 
trade paper’s influence is a factor 
in value, but in any case how much 
of value is assigned to such in- 
fluence should be known.” 


More Agency Directors Asked 


The speaker made a plea for 
larger representation on the A. B. C. 
board for advertising agencies. 

“At present,” he pointed out, “your 
board is made up of representatives 
of 13 national advertisers, ten pub- 
lishers and two agencies. As the 
only party of neutral interest, whose 
concern is solely and professionally 
with advertising in general, the 
agencies feel their contribution 
could be enlarged to mutual benefit 
if their contingent on the board 
were somewhat increased. 

“Agency representation is so lim- 
ited as to make it almost physically 
impossible to contribute properly to 
the work of the various committees; 
the heads and feet of two men are 
not enough to go round.” 


Latshaw Explains Board’s Work 


Stanley R. Latshaw, president of 
the Butterick Publishing Company, 
New York, and a long-time member 
of the board of directors of the 
A. B. C., told something of how the 
Bureau operates and of the various 
functions its board performs, em- 
phasizing the fact that its chief 
function is to record exact facts re- 
garding circulations. 

“The board of directors of the 
Bureau and the management of the 
Bureau,” he explained, “are not 
buyers of space. They are not 
created and empowered to judge 
what is good advertising value and 
what is not good advertising value. 
The buyer can have opinions and he 
can express them if he wishes. 

“Ours is an organization to audit. 
It has no right, no power, except to 
hold a mirror that will truly reflect, 
within its by-laws and its rules, the 
circulation methods of its members. 
The effort of the board is to hold 
that mirror so impartially, so ac- 
curately and so fully as to make the 
reflection true without distortion.” 

Marco Morrow, Capper Publica- 
tions, presented the new plan for 
dues adjustment, explaining by 
charts the more scientific basis upon 
which dues will be based in the 
future, and pointing out the irregu- 
larities in the basis of charges 
which have been in effect. 

He also presented an interesting, 
eloquent and amusing account of 
the farm papers’ participation in the 
organization of the Bureau, a pro- 
ceeding to which some of them ob- 
jected at the time, but to which they 
speedily became reconciled. He said 
that no farm papers have ever com- 
plained or been complained of in the 
history of the Bureau for high 
crimes or misdemeanors connected 
with their circulation practices. 

At the luncheon President Thom- 
son presented to R. G. Neeve, an 
auditor who has been with the Bu- 
reau continuously throughout its 

(Continued on Page 29, Col. 4) 


a 


Rough Proofs 


Chester Lang says that the way 
to make business good is to do less 
worrying about your Congressmen 
and more worrying about your cus- 
tomers. 

vvy 


Bruce Bliven thinks that President 
Hutchins, of the University of Chi- 


cago, ought to be put in charge of . 


all the radio programs. But with a 
winning football team at last operat. 
ing on the Midway, the boy presi. 
dent can’t be bothered. 


a ae 


As the result of Wrigley’s mail 
sampling campaign, 30,000,000 pieces 
of chewing gum are now going into 
action all over the United States, 
the energy thus released being more 
than sufficient to raise the Empire 
State Building one foot. 


7 v7 F 


A football player on Lon Stagg’s 
College of the Pacific team wag 
booted off the eleven for smoking. 
He got a lift, and maybe it was with 
a Camel. 

vvy 


The Audit Bureau of Circulations 
was started in 1914. Come to think 
of it, they started another big scrap 
at about the same time, didn’t they? 


7 w= 


Though the A. B. C. is twenty 
years old, its members still seem to 
have plenty to talk about. And they 
talk plenty about it, if you’ll believe 
the official stenographers. 


7» = 


A business publisher at the A. B. 
C. meeting wasn’t quite sure whether 
there are 45 or 48 states. But with 
California promoting the epic plan, 
you can’t blame a fellow for wonder- 
ing. 

- = | 


Some advertising agencies, they 
say, bootleg A. B. C. reports. This 
is a serious situation. Maybe an ar- 
rangement could be made whereby 
a publisher would supply an agency 
with one copy of his report in re- 
turn for one advertising order. 


- 3 


“Toeless sandals are on the de 
cline,” confidently explains the Boot 
& Shoe Recorder, “because women 
are ashamed of their feet.” 

Careful observation suggests that 
they are the only part of the 
feminine anatomy its owners are 
ashamed of. 

ee 


The musicians who broadcast for 
French Lick’s most famous product 
are entitled Plutocrats. This ought 
to furnish a useful synonym for 
many a difficult conversational situ- 
ation. 

+ + © 


It seems that it is against postal 
regulations to include swatches in 
advertisements of publications em 
tered at second-class, but there’s n0 
actual penalty if you do. In other 
words, it’s something like that law 
they used to have labeled “prohi 
bition.” 


> FF F 


With a few thousand more adver 
tising contests under way ea 
month, wouldn’t it be a good idea to 
organize an amateur contestants 
union and bar out the professio 
who have discovered what 4 80 
snap this section of the advertising 
business has turned out to be? 


> ee 


Everything that goes up must 
come down, says the A. N. A., hint 
ing that this might be expected 1 
include circulations. But whats the 
law of gravity to a smart circulation 
manager? 

v,vy 


Tip to Harry Kipke: Every —— 
author ultimately learns not to 


all he knows. Cory CUB. 
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October 20, 1934 


ADVERTISING AGE 


LES 


ALN. A. AGENCY 
REPORT TO BE 
RELEASED SOON 


Will Be Discussed at Meet- 
ing Nov. 19-21 


New York, Oct. 18.—The eagerly- 
awaited study of agency compensa- 
tion under the auspices of the As- 
sociation of National Advertisers, 
now nearing completion, will have 
an important place on the program 
at the 25th annual meeting of the or- 
ganization, to be held at Atlantic 
City Nov. 19-21. 

Other topics to be discussed, ac- 
cording to the chairman of the pro- 
gram committee, Robert J. Flood, 
Gulf Refining Company, are sales 
promotion, copy-testing, radio, direct 
mail and business papers, together 
with other pertinent problems of the 
advertiser. 


The first day and a half of the 


three-day meeting will be open only 
to member and invited non-member 
advertisers. Beginning with the 
luncheon on Tuesday, Nov. 20, the 
sessions will be open to invited 
agents, publishers and others. All 
guests may also attend the annual 
banquet Tuesday evening. 

In addition to Mr. Flood, the pro- 


' gram committee comprises Arthur 


K. Barnes, Armstrong Cork Com- 
pany; Robert D. Black, Black & 
Decker Mfg. Company; A. O. Buck- 
ingham, Cluett, Peabody & Co.; T. L. 
Burch, Borden Sales Company; W. J. 
Daily, General Electric Company; 
R. T. Ellis, Du Pont Viscoloid Com- 
pany; Hart Johnston, Wander Com- 
pany; Turner Jones, Coca-Cola Com- 
pany; W. H. Leahy, Dennison Mfg. 
Company: 

Ralph Leavenworth, Westinghouse 
Electric & Mfg. Company; Geo. A. 
Mott, Zonite Products Corporation; 
Ben N. Pollak, Richfield Oil Corpora- 
tion of New York; Arthur H. Red- 
dall, Equitable Life Assurance So- 
ciety; William Reynolds, Electrolux 
Refrigerator Sales, Inc.; Paul Ryan, 
Shell Petroleum Corporation; J. A. 
Spooner, Viscose Company; and 
Robert F. Wood, Autocar Company. 


Board in Charge 

Direction of the study on agency 
compensation has been in the hands 
of a board of trustees composed of 
Allyn B. McIntire, Pepperell Manu- 
facturing Company, president of the 
A. N. A.; Stuart Peabody, The Bor- 
den Company, chairman of the board 


* 


“Nation’s Business is one 
of the few business maga- 
zines that stays on my desk 
and that I read with con- 
siderable interest.” 

W. W. WITHINGTON, 


Vice President and 
Manufacturing Director . 


Cleveland, Ohio. 


MR. WITHINGTON, a sub- 
scriber since 1928, is one of the 
31,050 executives who receive 
Nation’s Business because of 
membership in the United 
States Chamber of Commerce. 
The membership subscribers, 
originally the only subscribers, 
now constitute 12% of the total 
net paid circulation of 253,227. 


of the A, N. A.; and Lee H. Bristol, 
Bristol-Myers Company. The work 
has been carried out by Albert E. 
Haase. 

If plans do not miscarry, the re- 
port will be published early next 
month. The sponsors will not com- 
ment on the contents prior to pub- 
lication, but from statements out- 
lining the objectives publicly made 
by the trustees while the study was 
in progress its general nature is 
explained. 

Because the A. N. A. study was 
approved shortly after the “Young 
Report” was published, there has 
been apprehension in some agency 
quarters that the advertisers’ study 
would be directed toward disprov- 
ing the conclusions presented by 
James W. Young, particularly with 
respect to the 15 per cent commis- 
sion. 

It is the consensus, however, that 
the Young report has been ignored 
in planning the A. N. A. study. The 
leadership of the association had 
been considering an investigation of 
the subject long before the first one 
was made, and first decisions with re- 
spect to the ground to be covered 
were not altered. 


Will List Facts 


The A. N. A. study, it is believed, 
will present the subject in the same 
manner employed by Mr. Haase for 
“The Advertising Appropriation,” 
listing the commonly-used methods 
of employing agency services and 
stating the opinions obtained from 
reliable sources with respect to the 
advantages and disadvantages of 
each method. The reader will be 
left to choose the method of com- 
pensation best suited to his require- 
ments. 

If the facts are presented in this 
manner, the study will very likely 
make a strong recommendation for 
the service of efficient, independent 
agencies and serve to caution adver- 
tisers to make sure, as a matter of 
personal advantage, that their agen- 
cies are making a profit on their 
patronage, regardless of whether the 
compensation is on a commission 
basis ranging from five to 20 per 
cent or a fee arrangement. 

It is understood that a feature of 
the study will be the thorough re- 
search of the legal relationships be- 
tween advertisers and agencies and 
the legal position of agencies. The 
need of data on these subjects was 
frequently pointed out at A. N, A. 
meetings prior to publication of the 
Young report and the lack has been 
emphasized since. 


Promotion Men 
Of Newspapers 
Form New Body 


New York, Oct. 18.—The Promo- 
tion and Research Managers’ Asso- 
ciation has reorganized as the Na- 
tional Newspaper Promotion Asso- 
ciation. Membership is confined to 
managers of promotion and merchan- 
dising departments of newspapers, 
with staff members of such depart- 
ments eligible to become associate 
members without vote. 

A. new constitution and by-laws are 
being prepared for adoption in the 
near future. The association will 
meet during the convention of the 
Advertising Federation of America in 
June, with the possibility that other 
gatherings will be held at more fre- 
quent periods. 

The following committee appoint- 
ments have been announced: Con- 
stitution and by-laws, Harold E. Jew- 
ett, Providence Journal-Bulletin; em- 
ployment service bureau, Robert E. 
Segal, Cincinnati Post; expansion, 
Louis J. F. Moore, New York Amer- 
ican; program, George Benneyan, 
New York Sun; publicity, Elsa Lang, 
New York Herald Tribune; statistics, 
Irvan Veit, New York Times. 

The executive board is comprised 
of the officers and Messrs. Moore and 
Benneyan, with the following: Jacob 
Albert, Detroit News; H. W. Hoile, 
Birmingham News; and Dan A. Sul- 
livan, Pittsburgh Press. 


Sam Dull Advanced 
Sam R. Dull, for 21 years with the 
Atlanta Journal, has been made na- 
tional advertising manager. 


LONG DISTANCE 


OCR CB pe CLR 


Chester H. Lang, president of the 
A. F. A. and manager of publicity 
for General Electric Company, 
helped radio over a new milestone 
when he carried on a two-wa 

conversation with Australia while 
riding about the streets of Sche- 
nectady in an automobile last 

Friday. 


BAD COPY CAN'T 
LIVE LONG, LANG 
INFORMS ADCLUB 


Quit Worrying and Get Back 
to Work, He Says 


Chicago, Oct. 19.—Chester H. Lang, 
director of publicity of the General 
Electric Company, Schenectady, N. Y., 
and president of the Advertising Fed- 
eration of America, asserted today, 
in addressing the Chicago Federated 
Advertising Club, that sponsors of 
bad advertising cannot long survive. 

“Their sins will find them out,” he 
said. “Advertising, living as it does 
the life of the gold fish, is probably 
more vulnerable than any other busi- 
ness function. Only when it is at- 
tracting the attention of millions is 
it doing its best. It lives in a glass 
house, but it cannot obey the injunc- 
tion to undress in the dark. 

“The Advertising Federation of 
America will continue, as I am sure 
other worth while organizations in 
the field of advertising will, to fight 
for higher standards of honesty and 
good taste. We see more and more 
frequent indications that the ablest 
students of advertising practice are 
devoting their thought and energy 
toward a solution of this bugaboo, 
bad advertising. 

“There is scarcely a great and 
supposedly respectable advertiser in 
the country, I would guess, who 
hasn’t been guilty of some bad taste 
in his advertising, or of misrepre- 
sentation in such form that it is 
understood and discounted by the 
public, and thus ‘gets by.’ 


The Shoe Fits All 


“I suppose those of us in this 
room would readily agree that it’s 
the fellow who isn’t here who is the 
offender. When leading advertisers 
and publishers really get ready to de- 
mand the highest standards, I would 
certainly counsel against any such 
holier-than-thou attitude, lest it prove 
a boomerange. 

“Someone might ask me, for exam- 
ple, if I consider it forthright adver- 
tising to show a price of $77.50 in 
figures two inches high, accompanied 
by a neat but obscure little six-point 
line reading ‘f. o. b. the factory,’ 
which means $94.50 or $99.50 to Mrs. 
Consumer when she goes to buy the 
article anywhere east of the Rockies. 
I suppose I’d be enough of a hypo- 


crite to defend that ad by pointing | 


out that it reflects the trade practice 
of the industry. But the still, small 
voice of conscience wouldn’t be so 
sure,” 

Mr. Lang’s subject was “Back to 
the Mines,” and he urged advertising 
men to quit worrying about the big 
economic problems of the world and 


concentrate on turning out advertis- 


ing which will help to sell goods. 
Advertising, he pointed out, speeds 
the development of old and new in- 
dustries, and puts men and capital to 
work. 

“It’s so easy to be diverted,” he 
continued. “It’s so natural and hu- 
man to give ear to the croaker, and 
to interpret our little difficulties as 
really important in the scheme of 
things. It’s then that we waver and 
let ourselves be blown from a cour- 
ageous course of action by every lit- 
tle puff of opinion that reaches us. 


“Back to the Mines” 


“It’s when business executives are 
in that state of mind that they begin 
to think advertising can be stopped 
with the same impunity that one puts 
away his straw hat. If the advertis- 
ing is no better integrated with the 
other functions of the business than 
that, then it probably is not good 
advertising, and has no place in the 
picture. 

“Let’s step out of the role of re 
former and critic and self-appointed 
fixer of everything that’s wrong with 
the world, and go back to the mines, 
back to our trade. It’s a good trade. 
and much wiser people than I attest 
to its effectiveness in helping to sell 
goods, in creating desire among the 
millions to possess and enjoy what 
other men and capital produce. 

“It’s a worthy business—this tool 
called advertising—that economically 
and efficiently helps to sell goods; 
that shortens the time between in- 
vention and utilization; that thereby 
speeds the development of industry 
and puts men and capital to work.” 

Officers and directors of the A. B. 
C., A. F. A., Four A’s and other visit- 
ing advertising and publishing ex- 
ecutives who had been attending con- 
ventions in Chicago during the week, 
were at the speukers’ table. 

Joseph M. Kraus, advertising man- 
ager of A. Stein & Co., chairman of 
the membership drive now in pro- 
gress, reported 525 members and pre- 
dicted that the goal of 1,000 members 
would be reached before Jan. 1. 


Dobbs’ New Post 


Royce Dobbs, formerly with Har- 
vey-Massengale Advertising Agency, 
Atlanta, has been made promotion 
manager of the Atlanta Constitution. 


To Air Texas 
Vigilance Plan 
At Convention 


Houston, Tex., Oct. 18—The vigi- 
lance movement will be exemplified 
at the annual convention of the 
Tenth District, Advertising Federa- 
tion of America, in this city Oct. 26- 
28. Local ordinances have been 
passed both in Houston and San An- 
tonio, giving local vigilance com- 
mittees power to enforce and regu- 
late advertising. 

While reports of the progress of 
this method of regulating advertis- 
ing will provide the high lights of 
the convention, there will be other 
unusual features, both in business 
and entertainment. J. H. Grant, gen- 
eral chairman of the convention, has 
obtained a block of seats for the 
Rice-Texas football game, so that 
members will have an opportunity to 
see this historic clash. 

Chester H. Lang, president of the 
A. F. A., will be. one of the notables 
present. Mr. Lang will deliver an 
address on the value of continuity 
in advertising. 

An advertising exhibit is also 
scheduled, the mezzanine floor of the 
Rice Hotel having been reserved for 
this feature. The public will be ad- 
mitted to the exposition. 


Will Extend Movement 


The vigilance movement ig in the 
hands of William Brockhausen, dis- 
trict governor, who said that it will 
be extended to at least eight cities 
by the time the convention is held. 

“At that time,” Mr. Brockhausen 
explained, “I shall launch a cam- 
paign, with the cooperation of the 
state attorney general, toward estab- 
lishing a state-wide vigilance com- 
mittee to regulate such advertising 
and sales methods as are injurious 
to advertising as a whole.” 

The Houston Advertising Club, 
under the leadership of Ray L. 
Powers, advertising manager of the 
Houston Press, is sponsoring the con- 
vention and contributing to plans for 
its entertainment. 


gy Ccpitie 


Closer to the con- 


sumer than any other spot in 
the distribution channel is the 
retailer’s counter. There the con- 
sumer is in the buying mood, open 
to sales suggestions of the right 
sort. Is your product out in front, 
where that consumer will see it? 
The retailer, eager to make sales, gives 
preference on his counters to products 
that are displayed distinctively. Will he 
give preference to your product? 
For counter merchandisers that deserve 


dealer preference—for displays which earn 


consumer attention, many of America’s 


leaders rely on “US”. We can serve you, too. 


THE UNITED STATES PRINTING & 


NEW YORK 
52-V E. 19th St. 


CINCINNATI 
320 Beech St. 


LITHOGRAPH CO. 


BALTIMORE 
420 Cross St. 
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CALLS HALT ON 
NATIONAL COPY 
AT LOCAL RATE 


(Continued from Page 1, Col. 1) 
lisher that it was a well known fact 
that the manufacturer was paying 
for this advertising and was plac- 
ing it over the signature of the drug 
store only in order to secure the drug 
chain’s retail rate. In this letter the 
agency asked how in the face of this 
situation, it could suggest to any 
client that the general-national rate 
be paid in that particular newspa- 

” 


Coffee Account Lost 


Mr. Fitzgerald named a number of 
national advertisers who, he said, 
have been particularly active in seek- 
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ing local rates. The M. J. B. Coffee 
Company, he said, is an outstanding 
example. A few years ago this con- 
cern was a large national advertiser. 
Now practically its entire newspa- 
per appropriation is consumed by al- 
lowances to retailers from mention 
of its coffee in the grocer’s own ad- 
vertising. 

Men’s clothing manufacturers were 
the first to discover that they could 
place advertising through dealers 
and now practically all enjoy re- 
tail rate preferences, Mr. Fitzgerald 
asserted. Automobile manufacturers 
have yirtually discontinued the prac- 
tice, not because they were unable 
to get the local rate, but because 
they found they could not secure 
consistent advertising when placing 
of copy was left to local dealers. 

“Practically the only groups of 
national advertisers who are still 
paying the national rate,” said Mr. 
Fitzgerald, “are grocery, proprietary, 
cosmetic and cigar and cigarette 
manufacturers.” He indicated that 
they are being driven in self-defense 
to the practices attributed to other 
classifications. 

Many retailers who spend the 
manufacturer’s money fail to invest 
any of their own in advertising, Mr. 
Fitzgerald said, both the manufac- 
turer and the newspaper suffering 
because of this lack of support. 
Furthermore, many retailers, he 
charged, have turned the situation 
into a racket by billing manufactur- 
ers at the general rate and pocket- 
ing the difference. 

Mr. Fitzgerald said one newspaper 
alone lost $18,000 in the first quar- 
ter of 1934 by according the local 
rate to 73,301 lines of refrigerator 
and radio advertising which should 
have been billed at the national rate. 
From this, he deduced that the to- 
tal annual loss to newspapers runs 
into millions of dollars. 


Action in Montana 


The method used to combat this 
situation in Montana has been the 
adoption of a uniform local retail 
rate card, containing a rate for au- 
tomotive classifications which is 
identical with the general-national 
rate. In addition, all retail rate 
cards include the following clauses: 

“General rates apply to all adver- 
tising other than that of strictly bona 
fide retailers, selling at retail ex- 
clusively, paid entirely by themselves 
and offering goods or services to the 
consumer at outlets owned by them- 
selves without reference to whether 
the copy is placed direct or through 
an advertising agency. 

“All retail contracts will cover 
only advertising relating to the regu- 
lar business of the advertiser, and its 
privileges cannot be transferred to 
another advertiser. 

“If the retailer named is also ter- 
ritory jobber, wholesaler, or distribu- 
tor, the advertising is not local retail 
copy. 

“General rates apply to advertising 
over the signature of two or more 
retailers of separate ownership, offer- 
ing the product of same manufac- 
turer.” 


How South Dakota Plan Works 


South Dakota publishers adopted 
the following uniform agreement in 
an effort to secure proper classifica- 
tion of advertising: 

“Advertising of manufacturers, 
wholesalers, or distributors and ad- 
vertising of local dealers, when pre- 
pared, and/or scheduled, and/or paid 
for in whole or in part by a manufac- 
turer, wholesaler or distributor shall 
carry the general rate.” 

In addition, South Dakota newspa- 
pers incorporated the following 
clause in retail contracts: 

“In consideration of the special 
contract rate of cents per 
column inch, the undersigned hereby 
orders and agrees to pay for 
column inches of display advertis- 
ing to be used in the (name of news- 
paper) within the period of one year 
from It is further agreed 
that all space used under this con- 
tract will cover only the advertising 
relative to our regular business and 
its privilege cannot be transferred in 
whole or in part to another adver- 
tiser.” 


Outlaws Match Gifts 
Wisconsin’s attorney general has 
ruled that gifts of book matches as 
advertisements of political candidates 


are illegal. 
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GATHER FOR 21ST A. B. C. CONCLAVE 


Three A. B. C. directors are included in this group 
week. Left to right are Mason Britton, McGraw-Hill Publishing Company; Ross 
Gamble, Erwin, Wasey & Co.; John Benson, American Association of Adver- 
tising Agencies; H. A. Sprague, St. Joseph, Mo., "Gazette and News-Press"; 
Marco Morrow, Capper Publications; and John H. Berry, Akron, O., "Beacon 


athered at the meeting this 


Messrs. Britton and Morrow are A. B. C. directors, and Mr. Gamble 
is a newly elected director from the agency group. 


ADVERTISING’S 


STRUCTURE MUST 


CHANGE: McINTIRE 


(Continued from Page 1, Col. 2) 
not readjusted in the same way. With 
corporation margins of profit reduced 
or wiped out, he continued, and with 
heavier taxes and other burdens to 
carry, advertisers feel that greater 
cooperation should be forthcoming 
from publishers. 

“The advertising business,” he de- 
clared, “seems to be in large part 
struggling to go on in the old way, 
and seemingly expects to succeed at 
it. That is a discouraging indica- 
tion. In other words, instead of lead- 
ing the way as in years past, adver- 
tising seems to be trailing. Instead 
of contributing to business progress, 
it is in the position of blocking it. 


Assistance Not Forthcoming 


“When advertisers were experienc- 
ing an alarming drop in sales, when 
they were forced to reduce prices 
drastically, although it meant a loss 
instead of a profit, when they were 
obliged to stretch a small appropria- 
tion over a big advertising and sell- 
ing job, they viewed the trend of 
advertising costs and of circulations, 
representing the largest item in that 
cost, with increasing concern. 

“Here was a situation presenting a 
real challenge, one that could have 
been successfully met, I believe, by 
intelligent cooperation between the 
group of buyers and the group of 
sellers. Was it thus met? I am sorry 
to say that it was not.” 

Mr. McIntire quoted the resolu- 
tions on forced circulations adopted 
at the convention of the A. N. A. in 
Chicago last June, and said that since 
then the situation has not improved, 
but has been aggravated. 

“Media rates and the circulations 
structure,” he said, “can only be ad- 
justed to conform to present day con- 
ditions by cooperation between 
groups. Unless the desired coopera- 
tion is forthcoming from media own- 
ers, the challenge will have to be met 
by buyers alone—an outcome greatly 
to be deplored. It must be met. The 
money simply isn’t there.” 

Mr. McIntire referred to recent 
studies published by the A. N. A. 
dealing with the trend of rates and 
circulations, and said that there is 
growing concern over these trends 
not only as to forced circulation but 
as to the trend toward increasing 
rates “when we feel that the trend 
should be in the opposite direction.” 


Discusses Agency Code 


“Advertisers,” he said, “need help, 
not hindrance, from media owners, 
and the trend of events causes them 
to feel that their side of the situation 
is being ignored.” 


He quoted from a letter of a mem- 


ber of the A. N. A. protesting against 
the refusal of newspapers to base 
rates on guaranteed circulations. The 
letter contended that since all other 
commodities are bought on a definite 
basis as to volume or quantity, cir- 
culations should be available on the 
same basis. 


In discussing the question of 
agency compensation, Mr. McIntire 
reviewed the efforts of the A. N. A. 
to prevent the adoption of an NRA 
code for advertising agencies which 
would fix the rate of commission. 


“This proposed code was a direct 
challenge,” he said, “in that it openly 
attempted to freeze upon advertisers 
by force of law back of the NRA a 
system of agency compensation 
which everyone who has any knowl- 
edge of the advertising process 
knows to be one of considerable con- 
troversy.” 


With reference to the new study of 
the A. N. A. on the subject of agency 
compensation, Mr. McIntire said: 

“It is intelligently planned and ex- 
ecuted. It is not selfish in the inter- 
est of any of the parties concerned. 
It shows thinking men what to do 
for the good of all. Mystery and 
doubt are cleared away by plain and 
unbiased language, which knows 
whereof it speaks. 

“When you see it, I ask you to read 
it in that spirit. It comes at a time 
when we—by ‘we’ I mean all busi- 
ness men—know from immediate ex- 
perience that no group can succeed 
in ‘putting it over on the other fel- 
low,’ or regiment him to our view 
because we think our view is best. 

“We know now that profit for all 
comes best by tolerance of attitude 
and from freedom to act intelli- 
gently. That is the spirit of this 
report. 

“Advertisers are willing to go to 
great lengths to find the answers to 
questions which have resisted an- 
swering for years. The question of 
agency compensation is a good illus- 
tration. The answer to that perplex- 
ing question, which the study I have 
refcrred to will shortly reveal, will 
be a wholesome and a helpful thing 
for all of advertising. 

“It happened that that job was 
undertaken by the group of adver- 
tisers alone. Our next major study, 
I hope, will not have to be under- 
taken alone. We need the help of 
selling groups, and we need it for 
several reasons. We recognize that 
there are always two sides to every 
case, and the quickest and surest way 
to get both sides squarely before us 
is through cooperation from both 
sides. 

No Set Formula 


“The advertising structure as we 
have known it must change. It must 
change because it is so far out of 
joint with the business structure as 
it is being remodeled under the new 
deal. That change can come about 
by evolutionary processes or it can 
come about by collapse. The former 
process should be welcomed and en- 
couraged, the latter should _ be 


avoided by all means, for it would 
be far too costly for all concerned. 


“The evolutionary process is now 
at work, and has been for some time, 
We can hasten it or retard it by our 
actions as groups. What advertisers 
need and what publishers need is to 
join hands as groups. Advertisers 
are no longer content with mere cir- 
culation figures. What they want 
more than anything else is help in 
finding out how to measure advertis- 
ing effectiveness. 


Asks Publishers’ Cooperation 


“We have no formula. But we are 
committed to the task of finding the 
answers and the right answers to 
important questions which remain 
unanswered. If we can’t get the help 
we so sorely need from the great 
groups of publishers, we will con- 
tinue to do the best we can as qa 
group working alone. 

“What does the A. N. A. propose 
to do about this? I hope you will 
ask us that, and when you do, 1 
hope you will come prepared, through 
appointed representatives, to carry 
on from that point, for you will find 
us ready and eager.” 
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$10,000 for One 
Line in Contest 


For Gold Medal 


Minneapolis, Minn., Oct. 18.—The 
tidy sum of $7,500 for a last line is 
peing offered to the country’s house- 
wives by the Washburn-Crosby Com- 
pany, unit of General Mills, Inc., in a 
limerick contest in which 500 prizes 
aggregating $10,000 will be distrib- 
uted. 

The winning line must be appended 
by this jingle: 


“A pride to her mother once said 

That her pies and her cakes were 
like lead— 

Don’t waste tears and money, 

Switch to Gold Medal, honey, 


The copy explains that the purpose 
of the contest is to demonstrate to 
the women of America “why Gold 
Medal kitchen tested flour is often 
more economical even if you could 
buy flour costing half as much.” 

Approximately one-half of the 
space is devoted to an announcement 
of “free silverware” offered as pre- 
miums. The contest closes Oct. 31. 

Newspapers, radio broadcasts and 
magazines are being employed in the 
promotion, the magazine schedule in- 
cluding American Weekly, Country 
Gentleman, Ladies’ Home Journal 
and Saturday Evening Post. Color 
and special positions are employed in 
most of the magazines. 
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Kansas City Advertising Club members are doing their share to dress 


up the ci 


ty for the American Royal Live Stock Show by operating a 


"Ten Gallon" hat store, under the general direction of Karl R. Koer- 
per, club president. In this photo are E. K. Acrea, Mayor Bryce B. 
Smith, who is also vice-president of General Baking Company; H. P. 
Comstock, executive secretary of the advertising club; Frank H. 
Cromwell, former mayor, and William F. Coleman. 


CANNERS DEFEND 
LABELING PLAN, 
RAP THEORISTS 


Washington, D. C., Oct. 18.—Charg- 
ing that its proposals were rejected 
only because they failed to provide 
employment for a corps of federal in- 
spectors, the National Canners As- 
sociation has issued a warm defense 
of its plan of descriptive labeling, 
while accusing the consumers’ ad- 
visory board of the NRA of incom- 
petence. The board’s criticism of 
the N. C. A. plan was publicized by 
NRA. 

“The canning industry, which 
freely admits the deficiencies in the 
present labeling system,” said the 
statement of the National Canners 
Association, “has long sought a 
means of improvement that would 
meet with official sanction. 

“The result is the proposed plan 
for descriptive labeling. The indus- 
try will use every effort to put into 
general usage the system of descrip- 
tive labeling that has been developed, 
and the labeling committee, having 
in mind the longtime welfare of 
both the industry and the growers 
of canners’ crops for whom it serves 
as a marketing agent, will resist in 
every practical way the ruination of 
the industry’s business and prospects 
by having forced upon it the unsound 
ideas of theorists who have nothing 
at stake except pride of opinion. 


Tugwell Bill Recalled 


“The industry has consistently and 
patiently endeavored to point out to 
the representatives of the consum- 
ers’ advisory board the impractica- 
bility of their proposals. It has had 
contact with only two or three rep- 
resentatives of the board, while 
seemingly the decisions and policies 
of that board have been made by per- 
sons having no contact with the sub- 
ject and seemingly no information. 
Accordingly the industry has re- 
luctantly concluded that the underly- 
ing purpose is to force upon the in- 
dustry the things that were pro- 
jected in the Tugwell bill. 

“When the Tugwell bill was before 
both branches of Congress, the time 
of the leaders of the canning indus- 
try was wasted and the recovery pro- 
gram impeded while these leaders 
were defending the industry against 
being forced to put in the canners’ 
code, and in marketing agreements, 
what were really legislative pro- 
posals that were then before Con- 
gress. Though the industry’s repre- 
sentatives asked what connection 
the grading question had with the 
recovery program or how it would 
expedite business recovery, in which 
time was the essence, no answer 


was ever forthcoming. However, the 
pressure was continued unremit- 
tingly. The time now seems at hand 
when the welfare of the industry 
requires relief from bureaucratic 
harassment. 

“It is obvious that the reason for 
bureaucratic insistence upon quality 
grades is that this is the keynote 
of the whole idealistic Tugwell bill 
scheme. A labeling. plan that is 
without vagueness and without un- 
certainty would afford no basis for 
requiring federal inspectors per- 
manently located in factories. The 
scheme for eliminating advertising 
as an economic waste would have no 
starting point unless there were com- 
pulsory federal inspection and cer- 
tification of products.” 


Seek Changes 


In Forms for 
Trade Papers 


Chicago, Oct. 18.—Two represen- 
tatives of the National Industrial 
Advertisers Association appeared 
before the business paper sec- 
tional meeting of the A. B. C. 
today, presided over by E. R. 
Shaw, Power Plant Engineering, Chi- 
cago. They were Car] Dietrich, Wag. 
ner Electric Company, St. Louis, and 
Milo E. Smith, Chicago Bridge & 
Iron Works. 

Mr. Dietrich explained the details 
of the new business paper form 
which the N. I. A. A. has been con- 
sidering for some time, pointing out 
that four features which are espe- 
cially desired from industrial pub- 
lications are figures on unit cover- 
age of industrial plants, a finer geo- 
graphical breakdown, by counties if 
possible; complete industrial classi- 
fications, and more detailed informa- 
tion on the vocational functions of 
subscribers. 

Mr. Smith said he believed that 
supplying additional circulation data 
would be helpful to publishers, both 
in showing new subscription oppor- 
tunities and in enabling advertisers 
to visualize better the markets which 
they represent. The chief difficulty 
in increasing appropriations, he said, 
is lack of information about me- 
diums. 

The discussion of the proposals em- 
phasized the desire of publishers to 
supply all information needed by ad- 
vertisers, but their feeling was that 
the cost of meeting all of the requests 
would be prohibitive. On motion of 
Mason Britton, of the McGraw-Hill 
Publishing Company, the N. I. A. A. 
recommendation was referred to Fred 
R. Davis, of the General Electric 
Company, chairman of the business 
paper forms committee of the A. B.C. 


One More for Hoyt 
Hills Brothers Company, New York, 
has appointed Charles W. Hoyt Com- 
pany, Inc., to direct advertising of 


Dromedary gingerbread mix. 


A. B.C. Devotes 
Much of Time 
To Newspapers 


(Continued from Page 26, Col. 4) 


history, a scroll recording the appre- 
ciation of the A. B. C. for his work. 
Similar recognition was accorded to 
Fred R. Davis, General Electric 
Company, one of the founders of 
the Bureau, who has been on the 
board continuously and has been 
first vice-president since 1927. Both 
recipients of these unusual honors 
were heartily applauded. 


Among the letters read at the 
luncheon was one from A. W. Erick- 
son, chairman of the board of Mc- 
Cann-Erickson, Inc., who aided ma- 
terially in founding the Bureau. He 
paid special tribute in his letter to 
the late Stanley Clague, who helped 
to organize the Bureau and was its 


managing director at the time of his 
death. 


Knox a Speaker 


Col. Frank Knox, publisher of 
the Chicago Daily News, was the 
chief speaker at the luncheon. He 
criticised the new deal as repre- 
sented by planned economy and 
regimented industry, and contrasted 
the condition of the press in Amer- 
ica with that in four other countries 
—Russia, Germany, Italy and Aus- 
tria—where dictatorship prevails. 
There are no newspapers worthy of 
the name in those countries, he as- 
serted, for they cannot survive 
under dictatorial authority. 


“The Audit Bureau of Circula- 
tions,” he said, “is itself an admir- 
able example of how an industry 
can police itself without a vestige 
of government aid. We can all of 
us recall without difficulty the con- 
fusion which characterized condi- 
tions in the advertising branch of 
our business before the Bureau was 
organized. There was no common 
measuring stick; there was no uni- 
form standard. Rates were fixed on 
the basis of unsupported circulation 
claims, and some of these claims, 
as we well know, were fantastic. 
The result, of course, was the penal- 
izing of honest publishers and the 
victimizing of innocent advertisers. 


Example of Self-Regulation 


“It was under these conditions 20 
years ago, here in Chicago, a group 
was assembled, all concerned with 
bringing order out of the chaos that 
then existed. It is necessary in 
assessing the character of this new 
device to recall how, even in that 
day, there was recognition of the 
need for avoidance of regimentation, 
arbitrary control and militaristic 
supervision. All that was required 
of those who embarked under the 
banner of the Audit Bureau was that 
they report honestly and accurately 
what they actually did. 


“Thus, this experiment in the 
policing of an industry by the men 
of the industry itself, and its cus- 
tomers, has been a tremendous and 
satisfying success. Surely those 
cloistered philosophers who know 
little or nothing about the success- 
ful conduct of business might find 
in this instrumentality of one of the 
most highly competitive businesses 
in the world, some inspiration as to 
how the evils which afflict a free 
competitive system of business 
may be minimized or completely 
effaced by the intelligent applica- 
tion of the same _ self-corrective 
remedies which our business has 
employed so successfully for 20 
years.” 


Cough Savers 


New Companion 
Of Life Savers 


New York, Oct. 18.—Blessed with 
a happily-inspired trade name, Cough 
Savers cough drops, companion prod- 
uct of Life Savers, will be placed on 
the market Oct. 29. 
Topping & Lloyd, Inc., agency for 
Life Savers, Inc., Port Chester, N. Y., 
is at work on a newspaper campaign 
to support the product and expects 
to release copy to newspapers in 
northern cities about Nov. 1. The 
new product will be advertised sep- 
arately from the confectionery line. 
Except for the name and the price 
of five cents, the new product has 
nothing in common with the candy. 
Cough Savers are made in lozenge 
form and are packaged in a vivid 
yeliow and blue box which bears no 
resemblance to the Life Saver 
carton. 


Tower Organization 


Advances Schroeder 


Edward L. Schroeder, who has 
been with Tower Magazines, Inc., 
New York, since 1929 contacting New 
York and New England accounts, has 
been appointed Eastern advertising 
manager. Walter Holmes will suc- 
ceed Mr. Schroeder in the New Eng- 
land territory. 

William I. Englehart heads a new 
fashion promotional department for 
the various Tower magazines, as well 
as selling activities in connection 
with it. 


Ingalls Moves Office 


The advertising department of the 
American Agriculturist, in charge of 
Irving W. Ingalls, has been moved 
from New York to the publishing of- 
fice at Ithaca, N. Y. 


Agency for Resort 
The Atlanta. office. of Fitzgerald 
Advertising Company has been ap- 
pointed to place advertising of Sea 
Island Beach Company, Georgia re- 
sort. 


Denney Joins Cadillac 


Frank J. Denney, for the past six 
years with Campbell-Ewald, Detroit, 
where he has worked on the pub- 
licity staff servicing the Cadillac ac- 
count, has been appointed advertis- 
ing manager of Cadillac Motor Car 
Company. 


Youd) 
need this! 
Scono-print 


A quick and economical 
lithographic method of 
facsimile reproduction 
y for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements. 


Write or phone us for Samples 
and complete information 


Econo-print Department 
MAGILL-WEINSHEIMER COMPANY 
1333 SOUTH WABASH AVENUE, CHICAGO 


MASS PLAN-ADVEATISING - 


HOME-TO-HOME DISTAIBUTION OF ADVERTISING AND SAMPLES 


bution ultimately resolves itself into a 
problem, best handled by the agency best fa- 
miliar with the local conditions, are invited to 
submit their problems in any particular market 
to the Advertising Distributors of America, Inc. 
IN CHICAGO IT IS THE 
BIG 4 ADVERTISING CARRIERS 


Sales and Advertising executives who recognize A 
that regardless of the national scope of their 
business, a cam 


in house-to-house distri- 
local 
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Pinaud Series Starts 


Sponsored by Pinaud, Inc., Earl 
Oxford, Broadway star, and Arthur 
Murray, dancing instructor, will be 
featured in weekly broadcasts ove! 
the WABC-Columbia network at 6 
p m., EST., starting Saturday, 
Nov 


“True Story” Staff 
Sails for Bermuda 


The entire True Story sales staff 
from New York, Chicago, Boston, and 
Det offices l ail Oct. 27 on 
the Monarch of Bermuda to hold it 
annual convention there 

i he trip Was contingent upon 
reaching a 1934 sales objective of 
$2,500,000, a 20 per cent Increase over 
1932. of which all but $13,000 was 
delivered 


Frankfort Copy 
Warns Drinkers | 
Against Cooker 


New York, Oct. 18.—Frankfort Dis- 
tilleries, Inc., has begun a series of 
intimate revelations in a new cam 
paign designed to warn whisky 
drinkers that they seldom get what 
the pay for, with the assertion that 
they can escape this fate by using 
Paul Jones or Four Roses, the com 
pan leading line 

Larg newspaper space was ut 
lized to cari the allegation that 
much of the whisky now being mar 
keted as nature’s own offspring is 


whisky, according to Frankfort 
Distilleries, is produced more quickly 


er” 


and at far less expense than when 
natural fermentation methods are 
used. 

Fermentation is expedited, each 


bushel of grain being forced to yield 


three more quarts of liquor than 
where nature is allowed to take its 
leisurely course Quality of the 
product is sacrificed under the 


cooker method, the advertising avers 


The company has launched this 
bold campaign in an effort to hold 
the quality whisky market, not be 
ing concerned, officials assert, with 
those who want cheap whisky at a 
cheap price The advertising was 
inspired by an investigation which, 


. | 
| in fact of the “cooker” type. “Cook-| proved that 


a large percentage of 
whiskies advertised as high class 
beverages were born under the 
stigma of the cooker. Young «& 


Rubicam are in charge 


Oman in Film Field 


Benjamin G. Oman, long an adver 
tising executive with the Conde Nast 
organization, subsequently on Chris- 
tian Herald and recently with Wom 
en’s Screen Guild, has been elected 
vice-president of General Business 
Films, In¢ New York 


Dunham to R. & R. 


| Edward L. Dunham, with National 
| Broadcasting Company since 1929 
| has been appointed to the radio staff 

of the New York office of Ruthrauff 


according to Frankfort Distilleries,|@ Ryan, In: 


The “Connecting Link” 
in Ford Motor Car Advertising .... 


WE DO OUR PART 


FEDERAL ELECTRIC COMPANY, 


FEDERAL 
AVENUE, 


CLAUDE 
NORTH 


CINCINNATI 


225 


BALTIMORE 


Dealer Signs— Advertising at the point of sale. 


\ Federal Electric sign for the Ford Dealer enables him to tell 


the thousands of passers by that he has Ford cars and trucks 


for sale. 


\ Federal Electric Sign for the Ford Dealer enables him to 


cash in on the millions of advertising dollars which the Ford 


Motor Company invests each year in creating demand and de- 


sire for its products. 


Federal Dealer signs serve as the vital 


connecting link between all other forms of advertising and 


the dealer’s place of business where these products are for 


sale. They 


increase returns on advertising dollars for 


all 


products. They tell the public where to buy the product 


after the desire for them has been created. 


Nationwide in its facilities, Federal Electric is adequately 


equipped to erect and service signs for your dealers through- 
out the United States. 


NEON 
MICHIGAN 


DALLAS DULUTH 
MINNEAPOLIS 


HOUSTON 
NEW ORLEANS 


CHICAGO, 


LEXINGTON 
ST. PAUL 


INDIANAPOLIS 
PHILADELPHIA 


Subsidiaries: 


FEDERAL BRILLIANT CO. 
St. Louis and 
Kansas City, Mo. 


LOUISVILLE 


INC. 


COMPANY 


ILLINOIS 


MILWAUKEE 


CLAUDE NEON FEDERAL CO. SOUTHWEST 
Oklahoma City, Okla. 


Tulsa, Okla. 


Wichita, Kansas 


ADVERTISING IN 
FOREGROUND AT 


LAUNDRY MEET 


Cincinnati, O., Oct. 1S Nev k 
and New Jersey carried off 
honors in the 1934 advertising cop 
test held in connection with the 5g 
annual convention of the La 
owners National Association ere 
this week 

Cleanart, Inc., Yonkers, N. Y., wo 
first prize in Class “A,” in , 
laundries using an advertising agep 
cy Second place went to Blakely 
Laundry Company, of Trenton, N J] 
and third award was given to Rij 
ley’s, Topeka, Kan 

In Class “B,” laundries preparing 
their own advertising, first ar 
went to the Imperial Laundry Con 
pany, of Newark, N. J.; Little Falls 


Laundry Company, Little Falls, N.J 


was second; and the Puritan Law 
dry, of New Philadelphia, O., thir 

in Class “C,”’ cooperative campaigy 
by groups of laundries, the Asso 


ated Laundryowners of Greater Ka 
City received the first 
Their advertising was produced 
Beaumont & Hohman, Ine. Seco 
place was won by the Milwauke 
Laundryowners Association, with A 
len Reiselbach the agency. 
award was made to the Charlott 
Laundryowners Club. 


Sas awal 


Thit 


The judges making the awards 
were Hudson Biery, public relations 


manager of the Cincinnati Street 
Railway Company; Jackson C. Sto 
ey, director of Central Academy « 
Commercial Arts; Grace Coleman 
advertising manager, H. & S. Pogue 
Company, and John Hennegan of the 
Hennegan Lithographing Company 
all of Cincinnati. 


Kansas City Success 


The Kansas City campaign fe 
‘lowed a similar drive by the Ame 
ican Laundry Machinery Compa 
on damp wash The original 
paign was based on an investigati 
which disclosed that 50 per cent 
the not using the laun 
failed to do so because they belie 
such too much. 

The Kansas City group felt, the 
that the appeal of damp wi 
at 49 cents for 16 pounds, three « 
for additional pounds, had 


Ca 


persons 
service costs 


fore, 


not be 


exhausted. A follow-up campa 
was staged in the Kansas City St 
and on truck posters. Enthusias 
of route men was maintained wil 
sales letters. The result was tl 


8,248 new customers were secured # 


an average cost of 72 cents, whi 
also was the average price ot 
new bundles. 

At the same time, a_ trading 


movement was launched, damp was 


merely being featured as a_ leadél 
as in retail merchandising. The! 
sult was that many new and old ci 


moved into highe 
service brackets 

Ralph Jones, president of the Ral 
H. Jones Advertising Agency, Cin 
nati, assailed the popular belief tha 
advertising adds to the 
modities in a talk before 

“Before mechanical 
were nationally 


tomers were up 


COSt OL ¢ I 
the 


refrigeral 


grou 


advertised,” 
said, “you could buy on 
you had $1,000. Today you can 
one for less than $100. 

“Why? Because millions of 
ple were made to want automa! 
refrigeration. They couldn't want! 
until they knew it. So! 
sighted manufacturers saw that t 
learned about it through advertisi® 
Sales went up and prices went dow! 
The automotive industry, he 54 
another example of advertis! 
creating a demand that cut the ¢® 


Jones 


about 


is 


Joins Women, Inc. 
Ann Weiszbrod has joined the sli 


of the new publication, Women 
business manager. Offices of the P 
lication are at 35 E. Wacker 


Chicago 


Chain Stores Appoint 


rT 


Advertising of the Economy * 


t Boston, chain grocers, has 
placed with Seaver Brinkma 
‘yerstenberger, land 


In Cleve 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


CROWD STEVENS TOWER FOR MAJOR MARKET LUNCHEON 


AT NEWSPAPER ADVERTISING EXECUTIVES’ MEET 


| | 


In this photo taken just before the luncheon of Newspaper Advertising Executives 
Association Wednesday are P. L. Henriquez and George M. Burbach, “St. Louis 
Post-Dispatch"; Wm. Nugent, Media Records, Inc.; George J. Auer, “New York 
Norman Rose, ‘Christian 
‘Mirror.” 


Herald Tribune’; H. S. Conlon, "Grand Rapids Press’; 


le | view of the luncheon of Major Market Newspapers on Tues- 
— | a Science Monitor’: and F. G. Pearce, Altoona, Pa., 


day, at which Harry Boyd Brown of Philco and Conger Reynolds of 
Standard Oil were the principal speakers. 


ATTEND INLAND DAILY PRESS MEETING 
wget 


ae 
1 ° os ot - ¥ 6 ; ; : . } i ep 
7 - ; id 


Kerwin H. Fulton, president of —— SS . | 
Outdoor Advertising, Inc., and Posed here outside the A. B. C. meeting hall are, seated, D. B. Plum, 
Lucien P. Locke, director of adver- Troy, N. Y., "Record"; F. L. Ker, Hamilton, Ont., "Spectator"; W. F. 


A group of publishers photographed between sessions at the Inland 
i Himeeting in Chicago this week. Left to right, A. M. Hirsh, Aurora, 
. "Beacon News"; R. E. Fedou, Elgin, Ill., "Courier News"; A. W. 


Shipton, Springfield, Ill., "State Journal’; Clarke F. Waite, Southern 
California Dailies; A. O. Lindsay, Quincy, Ill., “Herald Whig"; and 
F. R. Starbuck, Racine, Wis., 'Journal-Times." 


tising, Ethyl Gasoline Corporation, 
talk things over at the outdoor 
convention. 


Rogers, "Boston Transcript"; Ben C. Duffy, Batten, Barton, Durstine & 
Osborn, A. B. C. director; standing, Frank Stein, Ruthrauff & Ryan; 
J. C. Godfrey and S. F. Nelson, Fawcett Publications. 


: SPEAKERS AND OFFICERS AT MAJOR MARKET NEWSPAPERS LUNCHEON AT HOTEL STEVENS TUESDAY 


of 


: 


groul™ccupants of the speakers’ table at the Major Market luncheon stand up for the photographer. Left to right, John F. Tims, Jr., "New Orleans Times-Picayune"; H. Dorsey Newson, 

»vat'gederal Housing Administration; George Burbach, "St. Louis Post-Dispatch"; Harry Boyd Brown, Philco Radio & Television Corporation; L. M. Barton, Major Market managing 

. Birector; Col. L. W. Herron, "Washington Star," president: Conger Reynolds, Standard Oil Comnany of Indiana; Earl Robertson, “Kansas City Star’; Carl P. Slane, "Peoria 
Journal-Transcript"; and H. H. Hoffman, "Worcester Telegram-Gazette." 


IMPORTANT FIGURES AT "A. B. C. MEETING'' OF INLAND DAILY PRESS ASSOCIATION IN CHICAGO THIS WEEK 
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®w of the speakers’ table at one of the luncheons of the Inland Daily Press Association this week. 


ee, - 


¥ Left to right, W. N. Hardy, manager, Pennsylvania Newspaper Publishers Asso- 
tion; A. L. Miller, "Battle Creek Enquirer and News"; C. R. Butler, graphic arts code authority; L. I. Noyes, "Globe," Ironwood, Mich., Inland Frights > ad F. E. Milligan, 


: Scott, Kan.; Henry J. Allen, Wichita, Kan.; Verne E. Joy, Centralia, Ill., "Sentinel," Inland president; L. B. Palmer, general manager, American Newspaper Publishers Associa- 
*n; R. L. Heminger, Findlay, O., ''Republican-Courier"; W. R. Ronald, Mitchell, S. D., "Republic; Davis Merwin, Bloomington, Ill.; and F. W. Shaub, Decatur, Ill., "Herald and Review." 
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New 
h 7 
; men a 
; of adv 
a ness a 
tunitie 
Every so often a man gets fed up with the humdrum routine. oe 
ud e ° , ~ operat. 
Eating and sleeping. Work, eat, sleep. Same thing at the same P s 
hour every day. Then maybe a movie. Or an evening of tne F 
: bridge. Nuts! . cme callpa 
+ Friends suddenly seem like a lot of deadheads. Conversa- succes: 
- tion has been reduced to a languid formula. : The 
“Have a drink.” a foe palgn, 
“That was pretty good. What was it?  cpont 
“The bottle says Scotch.” | ine C 
“Well, here’s how.’’ . ; 6 
fe tance, 


And on and on. Or else the conversation goes: j i 
ime princip 


7 “*Two clubs.”’ ‘ 

" as? : educati 

“By me.” : The 
“Didn’t anybody bid?” ie large e 
Break it up. What you want is some live company. Oh for ime the fir, 
one of those priceless evenings when all the celebrities in the i ationa 
world seem to be gathered under one roof, where talk sparkles Me fell. 2 
and explodes; Ben Hecht is at the piano, Rex Beach is playing “ . ~ 


charades with Havelock Ellis, and you wander from group to 


group, sticking your nose into an argument between Einstein | mporta 
and Maeterlinck, catching a whisper from a guy that looks me uture | 

like—and is—Leon Trotsky, bumping into a bunch of writers : The 
ai who are so famous you thought they were surely dead, but nce W 

‘ here they are very much alive. There’s Ernest Hemingway issed 

yelling, “Why shouldn’t I use dirty words if I want to!’’ And lation 

giving you some samples. Here are Theodore Dreiser and eld at 
; Upton Sinclair singing “For Auld Lang Syne.”’ You spot a Meagc 
; hundred others of the great and near-great and a bunch of : ee 
Z bright young guys who look as if they had been dragged in by — ‘SIO! 
re one of those hosts with a genius for discovering next year’s | 1 al 
<) headliners. When you've heard all you want about world ee dicati 
ty, affairs you drift over to a gang of tennis sharks, you recognize e cam 
= a couple of football coaches and a famous big-game hunter. ie of oper: 
And all the time the grandest bunch of cracks are being made. 4 fee satis 

You thought you had heard all the funny ones but this gang ; 

has a line of gags that roll you on the carpet. What a party! h 

Hot dogs and caviar! : _ 
You forget that the night is going fast! You feel wide awake so fa 
for the first time in a month. The best thing is that you feel me werely ) 
bs ji right at home! There may be a flock of big shots around, but . " sing € 
“3 ® they’re just men among men, and you’re one of them. nly on 
e This magazine Esquire deserves to be called the King of Be NOvIle 
aed Party Throwers! that of r 
tay, 19 ey How To GET THERE: Kick everybody out of your den. Get ae the 260 
ae : ahold of your pal, ESQUIRE. Movies, stage, opera, radio, sports, ue ee 
es a0? vy books, and all other magazines can’t compete with ESQUIRE ' * Pies 
h when it comes to dishing out entertainment. Hour for hour, t pata 2 
ESQUIRE gives you more amusement than you could get any- : The t 
where else for many times fifty cents. a Imancia 
As many stories as a magazine devoted only to fiction, as ‘= me Diign y 
‘ we many cartoons as a cartoon magazine (and forty pages of full- a mo. Whic 

‘nen a, cobor drawings that no other publication can touch), as many Be Dapers 
4 4 ’ heavy articles as a journal of opinion, as much light writing as = ampaig 

je 4 a humorous magazine. No wonder the critics have begun to ‘Ss : bal i 

Se : say that ESQUIRE seems like all the best magazines put together. : I pe 
Among the forty-odd monthly features, you'll find talk to n add 
fit your every mood. This isn’t the kind of magazine to be y the F 
glanced through and tossed aside. It'll keep you going all night, P Mmitte 
Bs if you want to, and You'll have enough left for odd moments of mee OODCrat 
: relaxation during the rest of the month. You won’t let this ‘ py. V 

3 : magazine get out of the house, except when you feel some friend Be rtain 

rf of yours simply has to read a certain story or article. Then el) such 

bs you're apt to buy a duplicate copy for him. .—hUcuagwxwh t 
To balance this magazine doesn’t mean simply to throw in . ‘ 
fifteen articles, a dozen stories, a gross of cartoons. It’s the * Idi 
choice of material that makes this magazine. Nothing but the unt 
best goes with men. From the sentimental to the hard-boiled, q In som 
from government and science to drinking and loving. It has a "2., and 
sense of proportion that seems to match your own. It em- ; leWspap 
braces the wide range of interests of the modern intelligent man. meD by ft 
Have yourself a party. It’s probably just what you need. ther oj 
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